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Have you seen our booklet, “COLOMBIA, THE LAND OF CoFFEE” ? 
It's delightfully illustrated, and yours form the asking. 


Careful cultivation ... Constant experimentation ... 


Assure perfect quality the year ‘round 


NATIONAL FEDERATION 
OF COFFEE GROWERS OF COLOMBIA 


Member of Pan American Coffee Bureau 
120 WALL STREET * NEW YORK 5, N. Y. 





FOR A COFFEE BREAK— 
Iced or Hot 

You Roast It, We Supply the Green 
J. ARON & COMPANY, INC. 


J. ARON & COMPANY, INC. 


Coffee Importers 


GREEN COFFEES FROM ALL OVER THE WORLD 


NEW ORLEANS NEW YORK SAN FRANCISCO 


NEW YORK Direct Representation NEW ORLEANS 
91 Wall Street SANTOS 336 Magazine Street 


SAN FRANCISCO Rio de JANEIRO CHICAGO 
242 California Street PARANAGUA 404 No. Wells Street 


Offices of Representatives in Coffee Producing Countries all over the World. 
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OPERATION JAS SURVIVAL 


e+.+a& modern miracle 


now unfolding at'Canco’s 


new Barrington 


Research Center 
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No one who was in business during the early part of 
World War II will forget the confusion and dismay 
that swept through industry—and the nation—when 
the critical tin shortage threatened extinction to all 
but essential can-making. 


But thanks to cooperative studies carried on by 
Canco Research and its suppliers before the 
emergency, a way was found to conserve tin supplies 
—to spread the existing supply farther and farther 
and finally to weather the storm. 


This experience, harrowing as it was, gave birth to 
the spectacular project now under way at Canco’s 
new Barrington Research Center—Operation 
Survival—or in other words, the search for tinless 


Go first to the people who are first! 


tin cans, without limitation to present metals, 
coatings or methods of manufacture for every one 
of the more than 1500 items now in metal cans. 


Canco scientists have their basic studies behind them, 
and from their work, more and more containers are 
appearing daily, which are in whole or in part, 
tinless. They will continue their studies and 
experiments to their ultimate goal—so that no future 
calamity can deprive the peoples of the North 
American continent of foods and products packed 

in cans. 

Thus Canco Research continues its never-ending and 
rewarding search for the container of tomorrow—for 
your needs, 


AMERICAN CAN COMPANY 


New York, Chicago, San Francisco 
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your Customers know 
the difference ! 


We are the world's largest independent instant 
coffee manufacturer, serving leading grocery 
chains, coffee roasters, and wholesalers. 

Ask about our fast-selling instant coffee, fine 
quality, dependable service. 


PRIVATE LABEL PRODUCTION IS OUR 
EXCLUSIVE BUSINESS. 


Yo) HRG7:02) 20 SOMMOLO):120 


Instant Coffee & Tea Manufacturers 
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180-02 BRINCKERHOFF AVENUE JAMAICA 33, NEW YORK 
OLympia 7-0700 
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Grinding is cooler 
Maintenance is easier 





Grinding Head is sectional 









NEW STYLE “E” 
GUMP COFFEE GRANULIZER 























No. 888, Style '"'E'' Gump Coffee Granu- 

bees ocunery 2000 to 4000 pounds per 

; ; our. Other si h iti f 400 

In this new model of the Gump Coffee Granulizer, every trade- to 1000 ‘pera yg f 200 erg 2000 


proved advantage of basic Granulizer design has been retained pounds per hour. 
. and these new features have been added: 


e Temperature rise due to the grinding operation has been 
decreased. Grinds are even cooler than with previous models 
—and, of course, they retain the consistent uniformity you ex- 
pect from Gump Granulizers. Also, there’s a wider choice of GOOD NEWS for the hundreds of 
grind sizes within the most popular range. users of Gump Coffee Granulizers 


¢ Cleaning and maintenance have been simplified. Enlarged and Gump's Exchange Head Service 


inspection doors, on both sides of the machine, facilitate clean- 


; : : You can convert your present Gump Coffee Granu- 
ing. Other new construction features will save you maintenance 


lizers to Style ‘“E’” models when you next order 


¥ ines ae money, Exchange Heads, because the new sectional Style ‘E” 
¢ The grinding head is sectional. Double reduction breaker Grinding Head has been Gump-engineered as an 
rolls, granulating rolls, and fine grind rolls are all in separate, integrated part of basic Granulizer design. For a 

? interchangeable sections, any one of which can be exchanged as reasonable additional charge, you can convert your 
the rolls dull. present Gump Coffee Granulizer to the equivalent 
Long rated as “‘preferred’’ throughout the trade, Gump Coffee of a modern 1955 model without having to purchase 
Granulizers are now, more than ever, your wise buy in grinding a complete new machine. 


equipment. Write for complete details and recommendations. 


B. F. GU MP CG Oi isiss. cicero averve, chicago 50, itincis 


Engineers and Manufacturers Since 1872 
GUMP RAY-NOX COFFEE ROASTERS + GUMP COFFEE GRANULIZERS + IDEAL GREEN COFFEE CLEANERS 
BAR-NUN “‘AUTO-CHECK” NET WEIGHERS + BAR-NUN BAG FEEDERS, OPENERS AND WEIGHERS 
DRAVER COFFEE BLENDING SYSTEMS + ELEVATORS AND CONVEYORS + EDTBAUVER-DUPLEX NET WEIGHERS 
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THEY ARE SWEET AND THEY WILL 
ING DOWN THE COST OF YOUR BLENDS 
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Most of the leading coffe es now pack res- 
taurant glassmaker or i e in Riegel's 
Pouchpak . - - 4 smooth, glossy. snow-white paper 
that provides a tight heat seal, retains all the fresh 
aroma of fine coffee. 


It's a long-fiber. plasticized paper that stays pli- 
able, cuts losses due to broken bag 
for your customer to tear open . 
‘1g rush hours. Can be form: 

ds of 3,000 or 

Transwrap machines. 

ou strong brand identi 
and full information. Riegel Paper 
Box 170, Grand Central Station, N 





Qi ( SPECIAL PACKAGING PAPERS 
FOR COFFEE. TEA AND SPICES 
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From roaster to customer -- 


(COFFEE sf /es/ 


3 times longer 
/) FLAV-O-TAINERS! 


Extra-fresh coffee will bring her back for more! 
To make sure your coffee holds that “just- 
roasted” flavor, package it in protective Shellmar- 
Betner Flav-O-Tainers. These durable bags keep 
coffee fresh 3 times longer. 





The Pliofilm* lining of each Flav-O-Tainer bag 
stops flavor-stealing oxygen from getting in. 
And all seams are hermetically sealed. That 
means when a bag is filled it can be heat-sealed, 
film to film. 


Yes, your coffee is protected from roaster to cus- 
tomer when you package it the safe, thrifty way 
— in Shellmar-Betner Flav-O-Tainer bags. They 
adapt easily to economical automatic or semi- 
automatic filling. 


PLIOFILM* liner gives pro- 
longed sales life, prevents 
moisture-absorption or dry- 
ing out. 





SHELLMAR-BETNER bag fills 
smoothly in automatic high- 
speed or semi-automatic 
operations. 


CONTINENTAL € CAN COMPANY 
SHELLMAR~BETNER 


Flexible Packeg'N9 Division, 
MT. VERNON, OHIO 
Sales Offices in Principal Cities 
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YOURS for the asking 


The booklets listed below contain special- 
ized, detailed information on various sub- 
jects. This literature is yours for the 
asking. Merely fill out the coupon and mail. 


8—cranutarors 

This is a four-page bulletin with pictures 
and specifications on a new line of coffee 
granulators. The bulletin describes capacity 
and dimensions, special finishing rolls, 
Operation and maintenance, replacement 
heads, etc. Jabez Burns & Sons, Inc., 
11th Ave. at 43rd St., New York City. 


9_sopeRN FILLING MACHINES 

A four-page illustrated folder describes 
a complete line of modern filling machines 
and packaging machinery for virtually any 
of your needs. Stokes & Smith Co., 4962 
Summerdale Avenue, Philadelphia 24, Pa. 


10 —surerrine PULVERIZER 

The principle of pulverizing by air 
attrition and impact, with simultaneous 
classification and recycle in a single 
machine, is described in a new four- 
page illustrated catalog issued by the 
Schutz-O’Neill Co., 311 Portland Avenue, 
Minneapolis 15, Minn. 


L]—ruar BAG PACKAGE 

This four-page illustrated folder describes 
German-made automatic flat bag filling and 
closing machines. High speed types are 
said to fill and seal up to 130 bags per 
minute. Gebr. Holler, Mashinenfabrik, 
Bergisch Gladbach Bei Koln. U. S. repre- 
sentative: Ulbeco, Inc., 19 Rector St, New 
York City. 


12—corrze ROASTER 

“Superior roasts at lower cost’’ is the 
title of this four-page bulletin describing 
the new Gump Ray-Nox Coffee Roaster. 
The roaster is illustrated from various 
angles, and specifications are presented. In- 
cluded is a listing of recording thermometers 
and controls available on the roaster. B. F. 
Gump Co., 1325 S. Cicero Ave., Chicago 
50, Ill. 


13—srore GRINDER 

This illustrated bulletin describes the 
new Super Grindmaster Model No. 500, 
which supersedes the company’s regular 
Grindmaster, featured for the past four 
years. Operation is fully automatic. The 
grind plate is on the front of the machine, 
in full view of the customer, and the 
grinds are indicated with an illustration of 
the brewing device, as well as by name. 
American Duplex Co., 815-827 West 
Market St., Louisville 2, Ky. 
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BUT-you have to 
roast the Coffee first! 


There’s no getting around it — before you 
can produce instant coffee, you have to go 
through the full cleaning, roasting and grind- 
ing process. 


Why do leading producers of instant turn 

to JABEZ BURNS for such equipment? Be- 

FOR THE INSTANT END cause they want to operate with a minimum 

bce» Saber te of maintenance and labor, to achieve absolute 
BURNS CONVEYORS, BINS, , 

ELEVATORS, AND control of quality, and to be assured of effi- 


OTHER EQUIPMENT CAN cient, 24-hour-a-day production, day after 
DO A REAL JOB. d 
BE SURE TO CALL ay: 


ON BURNS FOR HELP 
ON INSTANT PLANT Such items of BURNS equipment as: 


CONSTRUCTION Cleaners Stoners 
GR ERPANSION. Mixers Granulators 
Roasters Bin Systems 
Coolers Conveying Systems 
are used by practically every producer of in- 
stant coffee in the world. 





Ask any producer of instant coffee and he'll tell you why BURNS EQUIPMENT is 
a must for delivery of properly cleaned, roasted and ground coffee to the extractors. 





JABEZ BURNS & SONS, INC. ° 


11th Avenue at 43rd Street . New York 36, N. Y. einen 
DESIGNERS AND MANUFACTURERS OF FOOD PROCESSING EQUIPMENT ( —~, 
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official views on 


coffee extenders 


Can cups of extended coffee be sold in your state without telling 
the consumer? Here’s a state-by-state summary of government views. 


You owe it to yourself and your customers to know these opinions. 


One aspect of the coffee price crisis of 1953-54 was an 
upsurge of coffee extenders. The problem, industry lead- 
ers said, was a continuing one. Extenders had been with 
us before. They would be with us after the price tumult 
had subsided. 

The crisis of high prices 7s over—and extenders are still 
with us. They are being merchandised actively, especially 
to restaurants. 

Suppose you, a roaster, find extenders being pushed in 
your territory. What should you know about how they 
stand under the law in your state? What is official state 
opinion on them? What information do you owe your 
customers along these lines? 

Last year Breed, Abbott & Morgan, attorneys for the 
National Coffee Association, surveyed all states on this 
matter. The attorneys sent out this inquiry: 

“Under the food law and regulations in effect under 

jurisdiction, could you please advise us as to your 
opinion with respect to the following question: 

“In regard to the sale at retail to the consumer of a cup 
of coffee, is it permissible, without disclosing the fact to 
the buyer through signs or otherwise, to add any ingredient, 
element or product (other than the customary addition of 
water, cream, milk or sugar), which added substance is 
not coffee but which, when added, may change or improve 
the color or appearance or alter the flavor or taste of the 
coffee ?”” 

Following is a round-up of the meat of each reply, by 
states, with the official giving the opinion listed in every 
instance. 

No answers were received from Delaware, South Carolina 
and South Dakota. Arizona referred the inquiry to the 
attorney’ general’s office for an interpretation. 


Alabama 


Opinion: ‘We believe such addition might constitute 
a violation of the law.” 

Source: George H. Marsh, Director, Division of Agri- 
cultural Chemistry, Department of Agriculture and Indus- 
tries. 


Arkansas 


Opinion: ‘Regarding the hypothetical situation set up 
in reference letter, it is the opinion of this office that such 
a sale would constitute a definite violation of our Food, 
Drug & Cosmetic Act.” 

Source: HH. L. Austin, Director, Division of Food & 
Drug Control, Arkansas State Board of Health. 
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California 


Opinion: ‘Chicory, and/or any other chemical substance 
or toasted cereal added to coffee sold in restaurants, etc., 
must be clearly stated on the menu. If, for instance, chicory 
is added, the same must be printed on the menu as Coffee 
blended with Chicory, or Coffee, Chicory Flavored. If any 
chemical solutions are added, they must be added to the 
menu, as with chicory.” 

Source: Milton P. Duffy, Chief, Bureau Food & Drug 
Inspections, Department of Public Health. 


Colorado 


Opinion: “This matter has never come up for a 
direct interpretation. However, under the Colorado Food 
and Drugs Act, it is felt that the consumer should be noti- 
fied of this fact, since the item which he is purchasing 
is not pure coffee.” 

Source: O. J. Wiemann, Chief, Food & Drug Section, 
Division of Sanitation, Department of Public Health. 


Connecticut 


Opinion: “Any deviation from the normal practice 
would render the food adulterated and misbranded and 
would be in violation of state statutes.’’ 

Source: Harold Clark, Supervisor, Food Division, Food 
& Drug Commission. 


Florida 


Opinion: “The Florida Food, Drug and Cosmetic Law 
states that food is deemed to be adulterated if any sub- 
stance has been substituted wholly or in part therefore, or 
if any substance has been added thereto,, or mixed, or 
packed therewith, so as to increase its bulk or weight, or 
reduce its quality or strength or make it appear better or 
of greater value than it is. This Law states further that 
a food is deemed to be misbranded if it is offered for 
sale under the name of another food. The manufacture, 
sale or delivery, holding or offering for sales of an adultera- 
ted or misbranded food is prohibited by this Law. There- 
fore, it is our opinion that sales, in the manner specified, 
of the product which you described would constitute a 
violation of the Florida Food, Drug and Cosmetic Law.”’ 

Source: J. J. Taylor, State Chemist, Vincent E. Stewart, 
Director, Food & Drug Laboratory, Chemical Division, 
Department of Agriculture. 


Georgia 
“If anything is added other than water, 
1 | 


Opinion: 
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cream, milk or sugar, the consumer should be put on 
notice.” 

Source: F. §. Carrm, Director, Food & Feed Divison, 
Department of Agriculture. 


Opinion: ‘We know of no such statutes or regulations 
in this state.” 
Source: H. C. Clare, Director, Division of Environ- 


mental Sanitation, Department of Public Health 


lilinois 

Opinion: “In conformance with the provisions of our 
food law it would be illegal to add any unusual ingredient 
to a cup of coffee to make it appear of greater value than 
it really is. If patrons are served with a drink which con- 
tains added substances, it should be sold under a dis- 
tinctive name and not represented to be a cup of coffee.” 

Source: Superintendent, Division of Foods & Dairies, 
Illinois Department of Agriculture. 


Indiana 


Opinion: “We are enclosing a copy of the Indiana 
Food, Drug and Cosmetic Act which, you will note, is 
generally uniform with the Federal Food, Drug and Cos- 
metic Act, the principal difference being that the Indiana 
Act also governs false advertisements of foods, drugs, de- 
vices, or cosmetics. (See Section 1902 (1), Section 1903 
(e) and Section 1905. 

“Under this Act. we would have no objection to the 
sale of a coffee substitute or extender or flavoring agent 
if it is sold to the consumer in a properly labeled container. 
There would be objection, however, if a restaurant adver- 
tised coffee on the menu and then furnished the customer 
with a product consisting of coffee and other substance. 
Since the customer has a right to know what he is getting, 
the operator of such a public eating establishment should 
disclose the presence of any substance which would material- 
ly affect the integrity of the finished product. This would 
apply if the added substance is not normally present in 
coffee regardless of whether it is a superior or inferior 
substance.” 

Source: T. E. Sullivan, Director, Division of Food & 
Drugs, State Board of Health. 


lowa 
Opinion: “Wish to advise you that when any other in- 
gredient is added to coffee, it would lose its identity as 
coffee and would fall into the category of a mixture or 
compound and would have to be so identified.” 
Source: L. B. Liddy, Chief, Dairy & Food Division, 
Iowa Department of Agriculture. 


Opinion: ‘We have been faced with this same question 
several times in the past year, and have answered it in 
the same way. Whenever a substance is added to a food 
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product which is not normal to it, the consumer has a 
right to know exactly what has been added. The fact that 
coffee, for example, might be consumed in a restaurant 
where the consumer would not see any declaration of the 
ingredients on the container, does not ater the fact 
that fair dealing of the consumer is the intent of our 
law. 

“We have considered the addition of any substance 
to coffee which will in any way dilute or lower the 
strength of the coffee flavoring in the finished product as 
adulteration, and will act against the use of any such 
addition.” 

Source: Evan Wright, Director, Food & Drug Division, 
The Kansas State Board of Health. 


Kentucky 


Opmion: “Under the food laws and regulations in 
effect under my jurisdiction, it is my opinion that a cup 
of coffee sold as you stated in your letter would be in 
violation of our State Food, Drugs and Poisons Law. I 
am enclosing a copy of this law and would like to refer 
you to section 217.020, paragraphs 1 through 6. It is 
my opinion that this cup of coffee would be an adulterated 
food product. 

“Coffee has been defined in Kentucky as the seed of 
Coffee Arabica L., or Coffee liberica and C. robusta, freed 
from all but a small portion of its spermodern, and con- 
forms in variety and place of production to the name it 
bears. Roasted coffee is properly cleaned green coffee 
which by the action of heat (roasting) has become brown 
and has developed its characteristics aroma. 

“An unadulterated cup of coffee, in my opinion, would 
be that coffee flavoring which has been extracted from 
the above herb in hot water. Any other substances added 
to change the color or flavor other than milk, sugar, and 
cream would tend to adulterate the product.” 

Source: Harvey G. McAndrews, Director, Division of 
Public Health Sanitation, Department of Health. 


Louisiana 


Opinion: “Under our State Food, Drug and Cosmetic 
Law and Regulations, it is not permissible to substitute any 
substance for coffee without advising the purchaser or con- 
sumer of that fact by signs or otherwise.” 

Source: Cassius L. Clay, Director, Division of Food 
& Drugs, Department of Health. 

Maine 

Opinion: “I question whether or not, under our 
Food Law, it would be legal for anyone to sell coffee, 
which is a common food product and which universally 
contains only coffee, cream or milk, and sugar; to which 
some substances have been added. 

“You were rather broad in your request for information. 
Anything which was added to coffee to make it appear bet- 
ter or of greater value, would certainly be in violation 
with the Law. If anything is added to it, I think that 
the consumer should be informed. 

(Continued on page 56) 
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Elected to serve NRTCMA for the coming years were (seated, from 
left): president, Norman Mansfield; retiring president George F. 
Hellick, Jr., now a director; first vice president, Nathan Elkin. Stand- 
ing (from left): second vice president, Paul Eibert; treasurer, 


NRTCMA convention seeks answers on... 


Clarence A. Frankenberg; secretary-manager, Oliver J. Corbett. In 
the roundtable group, moderator George F. Hellick, Jr., leads dis- 
cussion on how to find good salesmen and how to keep them. Long 
range customer premiums were suggested. 





how to get and hold salesmen and customers 





By CAROLE D. LINDGREN 


° 


Search for new solutions to old problems held the con- 
centrated attention of members of the National Retail Tea 
and Coffee Merchants Association at their 40th convention. 

Nearly 400 members, associate members, and their wives 
attended the convention at the Edgewater Beach Hotel, 
Chicago. The program was so arranged that the tea and 
coffee men devoted nearly three hours daily, after the open- 
ing registration day, to roundtable discussions of their com- 
mon problems. 

Primary emphasis in these were on personnel and cus- 
tomers, and how to secure and hold both. On the first 
morning of the conclave, members were given numbers 
assigning them to one of three discussion groups. Moder- 
ators for these were Norman Mansfield, first vice president ; 
George F. Hellick, Jr., retiring president, and William H. 
Preis, past president, who substituted for L. H. Reese. The 
latter was unable to attend the convention because Mrs. 
Reese was seriously ill. 

New officers of the association are Norman Mansfield, 
Standard Coffee Co., Inc., New Orleans, president; Nathan 
Elkin, Superior Coffee & Tea Co., Concord, N. H., first 
vice president; Paul Eibert, Eibert Coffee Co., St. Paul, 
Minn., second vice president. Oliver J. Corbett, secretary- 
manager, and Clarence A. Frankenberg, treasurer, were both 
reelected. 

Edward Ornstein, Cook Coffee Co., Cleveland, Ohio, was 
named to fill Mr. Elkin’s term as director, which expires in 
1956. Directors to serve from 1955 to 1958 are: Edward 
Sommerfield, Esco Coffee Co., Cincinnati; A. J. Berluchaux, 
Trico Coffee Co., Inc., New Orleans; Don T. McGuire, 
McGuire Bros. Coffee Co., South Haven, Mich., and George 
F. Hellick, Jr. 
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In discussion groups, an increase in employment of sales 
women was indicated, with one firm reporting that they had 
found women over 35, particularly mothers who wish to 
earn extra money during school hours, very satisfactory. 
Harold Bohn, of the Standard Coffee Co., New Orleans, re- 
ported on his firm’s recruiting of such mothers, and of 
special training schools instituted for them. Much interest 
was shown in this program, which Standard has had for 
three years. 

Another member reported that they had been finding 
satisfactory salesmen through employment of men _ over 
65, who sought to supplement their pensions. Soliciting 
of route men among seminary students was also reported 
to have brought high caliber employes to one firm, although 
it was pointed out that these students could only work 
during the summer months. 

Party plan selling has been widely tried, but one firm re- 
ported that, while it was successful for a year in their area, 
it then had to be dropped, as the same women were re- 
peating in attendance. Mr. Mansfield reported that they had 
found this means of contact an “‘off and on proposition.” 

Mr. Preis described institution of a line of cosmetics by 
The Grand Union Co., which, he said, “seemed to be a 
natural for women,” both in selling and in interesting new 
customers. They have more than tripled the company’s 
cosmetic business, he stated, and are offering special deals 
and free door-openers. 

Incentive and bonus plans were compared, and O. H. 
Duncan, of the Central Tea Co., Chicago, said they put 
emphasis on holding of accounts, and have a twice-a-year 
award plan in which the customer receives $4.00 in mer- 

(Continued on page 39) 
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Marketing 





advertising . . . merchandising . . . promotion 


Continental aims to make 
Webb Coffee top Chicago 
brand; plan outlined 


The Continental Coffee Co., restaurant and hotel coffee 
supplier, has decided that in Chicago, as in other large 
cities, a local coffee company should be the top seller. 

It plans to put its recently purchased Thomas J. Webb 
Co. in that position, according to a report in Advertising 
Age. 

Continental bought Webb about a year ago. 

Already sales have doubled. At the end of the first 
year of Continental ownership, Webb is still in the 
No. 2 position in the Chicago market, a spot to which 
it had dropped earlier. But it had 3.8 per cent of the 
market in July, compared to 1.7 per cent a year ago. 

Webb was the top seller in the Chicago area until about 
1939, when sales began to decline rapidly. Not enough 
advertising and sales push was the reason for the decline, 
Alvin Cohn, vice president of Continental and new presi- 
dent of Webb, told Advertising Age. 

Continental’s first remedy for its ailing child was to 
hire an agency, Arthur Meyerhoff & Co. 

The agency began by making a study to determine (1) 
what consumers associated with the brand name, and (2) 
what people wanted in a coffee. 

Respondents associated the slogan, “Oh Mortimer, don’t 
forget the Thomas J. Webb Coff—ee,” which had been 
screened over the air in this city for many years, prior to 
1939. 

They also remembered a good cup of coffee, the agency 
said. But Continental decided that Webb could be a 
better coffee, so they prepared a new blend. 

“Oh Mortimer,” which had originated with Schwimmer 
& Scott, returned to the air and also went into newspapers 
in September. After an intensive campaign with the 
old slogan, to reestablish the name, Meyerhoff developed 
a new theme—'‘Wake Up, Get a Flying Start for the 
Day,” with different treatments in various media. 

“Oh Mortimer” was “a good irritating commercial, but 
when it was dropped, so did sales,” Mr. Cohn said. 

The new slogan is also of the “irritating’’ variety, Mr. 
Cohn admitted. The voice in the radio and TV spot 
is half-human, half-rooster. 

It is being used on radio spots on WIND and a TV 
spot on NBC’s “Tonight” five times weekly. It also will 
be used on an early afternoon radio show, ‘“Webb’s Lucky 
Ladies.” 

On the radio schedule are also the Cliff Johnson Family 
show on WGN, a spot schedule on WNBQ and WBKB’s 
Creative Cookery show. 

The present campaign, scheduled to September, also 
includes 100 per cent saturation of 30-sheet outdoor signs 
featuring testimonials by six prominent Chicago person- 
alities, including Minnie Minoso, White Sox outfielder. 
Two newspaper ads per week will also carry the testi- 
monial. 

The new president of Webb appointed Public Relations 
Board to handle publicity. 
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Consumer attitudes on coffee 
to be surveyed for NCA 


John F. McKiernan, president of the National Coffee 
Association, has announced a contract with Benson & Ben- 
son, Inc., Princeton, N. J., for a nationwide survey among 
coffee consumers. 

More than 2,000 homemakers will be interviewed in 
an effort to determine current consumer attitudes toward 
coffee and how they affect buying and consumption trends. 

In addition to providing association members with up- 
to-date information for their advertising and merchan- 
dising planning, Mr. McKiernan said the survey findings 
will “key” the theme of the NCA’s public relations activi- 
ties for fiscal 1955-56. 

The survey will be concluded in time for presentation 
to delegates attending the NCA’s 45th national convention 
in San Franicsco, October 10th-13th. 

Copies of the complete report will be sent to the mem- 
bership, which includes importers, roasters, distributors 
and business firms allied to the U.S. coffee industry. 


New American Duplex booklet, with Foodtown 
coffee profit figures, is roaster selling aid 


Roasters now have available a new selling tool using 
the Foodtown Study figures showing that coffee is one of 
the most profitable items in the food store. 

The Foodtown survey results on coffee and other 
beverages are highlighted in a new booklet just issued 
by the American Duplex Co., Louisville, Ky., manufactur- 
ers of store coffee grinders. 

The 16-page booklet points out that in the Foodtown 
survey, conducted by Progressive Grocer, regular coffee ac- 
counted for better than four cents out of every dollar 
rung up on the cash registers. 

Moreover, coffee produced the best sales volume and 
the best dollar volume of all the beverages. 

Only the entire meat, produce and dairy departments 
were able to account for more total sales than regular 
coffee, just one individual product, the booklet emphasises. 

Only four er.tire departments—meat, produce, dairy and 
frozen foods—were able to earn more total dollar margin 
than this one product, regular coffee, the American Du- 
plex booklet points out. 


Martinson’s uses “motion” ads 
in subways for Jomar Instant 


Subway advertisements which give the illusion of 
motion are being used in New York City by Jos. Martin- 
son & Co. for its Jomar Instant Coffee. 

The ads, created by Pictorial Productions, Inc., Tucka- 
hoe, N. Y., are seen through a plastic lens called ‘Vari 
Vue.” 

This ‘Vari Vue” is glued in front of a sheet of paper 
printed with two separate scenes. The motion of either 
the subway car or the viewer will create the illusion of 
animation. 

Martinson’s ad pictures a gentleman in a bathing suit 
swimming towards a jar of Jomar Instant Coffee—object, 
iced coffee. 
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Most soluble coffee 
is drunk at breakfast, 
PACB survey shows 


Ninety-five per cent—.35 out of a total .37 cups per 
day—of soluble coffee drinking occurs in the home, ac- 
cording to the study of coffee drinking in the United 
States compiled for the Pan-American Coffee Bureau by 
The Psychological Corp. 

Only .02 cups per day were consumed at work, and a 
negligible amount at eating places. 

The increase in soluble coffee drinking has been at the 
rate of a little less than 20% annually since 1953. Total 
soluble consumption represents 14% of all coffee drunk 
in 1955. 

More soluble coffee is drunk at breakfast than at any 
other period. 

Since 1953, mealtime consumption of soluble has risen 
from .21 cups to .30 cups. This gain of .09 cups accounts 
for almost all of the general increase of .11 cups between 
1953 and 1955. 

Between-meal consumption has risen only from .05 to 
.07 cups, whereas in the same period the drinking of 
regular coffee between meals has risen from .52 to .56 
cups. 

Soluble coffee accounts for slightly less than 10% of 
the coffee consumed between meals, and 15% of the 
coffee consumed between meals, and 15% of the coffee 
drunk at meals. 

Soluble coffee drinking gains were recorded in all areas 
except the South Central and the Mountain and Pacific 
states. 


McCann-Erickson to handle Nestle Instant Coffee 


The Nestlé Co., has announced that advertising for 
Nestlé’s Instant Coffee will be handled by McCann-Erick- 
son, Inc., effective September Ist, 1955. 

Donald Cady, vice president of Nestlé, said, “Sales 
and distribution on this brand have risen to the point 
where the brand requires separate agency representation. 
This change is in line with the company policy originally 
stated when the company test-marketed the brand three 
years ago.” 

The new Nestlé line-up for coffee advertising will be: 
Bryan Houston, Inc. — Nescafé; Dancer, Fitzgerald, 
Sample—Decaf (Nestlé’s new decaffeinated coffee); Mc- 
Cann-Erickson, Inc. for Nestlé’s Instant Coffee and Ricory. 


Soluble packer fills billionth unit 


A record was recently chalked up by the Sol Cafe 
Manufacturing Corp., Jamaica, N. Y., private label pack- 
ers of instant coffee. 

The company filled its billionth soluble coffee unit, it 
was announced. 

These units ranged in size from small individual jars 
to 100 pound drums. 
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Founded 16 years ago, Sol Cafe does private label 
packing exclusively. Its modern new plant at Jamaica 
was reported in “The Sol Cafe story” in the May, 1955, 
issue of COFFEE & TEA INDUSTRIES. 

Sol Cafe packs instant coffee in tins or glass, in in- 
dividual envelopes, and in 12-cup packs and pound equiva- 
lents for urn brewing. Bulk packing is in one-half pound, 
one pound, or five pounds, also ten, 25, 50, 100 and 200 
pound packs. 

Also available are one-half pound and one-pound lam- 
inated paper bags for vending machines. 

Sol Cafe manufactures frozen coffee, and the only 
nationally distributed brand of this product has been 
processed by Sol Cafe for many years. 


These point-of-sale 
aids, for mass floor 
displays, are back- 
ing the national 
drive for Chase & 
Sanborn's new "full- 
bodied" instant cof- 
fee. 


“Full-bodied” is theme of new 


Chase & Sanborn Instant drive 


Chase & Sanborn’s new Instant coffee—'‘full-bodied 
enough to make a truly satisfying coffee for breakfast or 
for any other time of the day”—is making its appearance 
throughout the United States, backed by a heavy news- 
paper campaign in more than 600 newspapers. 

The new Chase & Sanborn is said to dissolve instantly 
and completely in hot or boiling water, produce a clear 
coffee and have true coffee flavor and body. It was de- 
veloped by Standard Brands chemists and engineers work- 
ing in laboratories in Stamford and in a new multi-million 
dollar plant in New Orleans. 

Behind the new Chase & Sanborn coffee is advertising 
under the headline that ‘Here, at last is a full-bodied 
instant—so full-bodied it makes truly satisfying breakfast 
coffee.” 

This newspaper campaign is backed up by a series of 
speciallydesigned point-of-sale aids, including shelf strips, 
three-way posters and a dramatic spectacular for floor 
displays. 

Being emphasized as one of the important product 
characteristics of the new Chase & Sanborn Instant is that, 
however the consumer likes it—mild, medium or strong 
—the new coffee carries through with true flavor. When 
brewed mild, Chase & Sanborn claims, it is never weak 
or watery; when medium, never flat or cloudy; and when 
strong, never bitter. 
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1955-56 world coffee 
production will reach 
45,000,000 bags, USDA says 


Total world production of green coffee for the market- 
ing year 1955-56 is forecast by the Foreign Agricultural 
Service at more than 45,000,000 bags. 

The crop forecast is 11% higher than the 40,600,000 
bags (revised) of 1954-55, 6% higher than the 42,000,000 
bags (revised) of 1953-54, and 8% higher than the prewar 
average of 41,600,000 bags. 

Primary increases of production during the coming 
season are expected in Brazil, Colombia, Mexico and 
French African territories. 

Exportable production from the 1955-56 crop is fore- 
cast at 36,700,000 bags, compared with 32,300,000 bags for 
1954-55 and 33,500,000 bags for 1953-54. 

Because of some slowness in marketings in some areas, 
the revised estimate for 1954-55 may yet be considered 
conservative, and the improving prospects for 1955-56 
may necessitate an upward revision for many areas when 
final figures are available for the season. 

The estimated totai Brazilian coffee production for 
the 1955-56 season, which began July Ist, is revised up- 
ward to 21,000,000 bags, based..om-crop conditions .which 
have been generally better than usual this spring. 

The total of 21,000,000 bags would give a registered 
production of approximately 18,000,000 bags and an ex- 
portable surplus of 17,200,000 bags. 

Total coffee production figures for Colombia are re- 
ported at 6,500,000 bags for 1954-55, and 7,200,000 bags 


for 1955-56. 

Coffee acreage under production in Colombia, which 
averaged less than 660,000 hectares between 1946-47 and 
1950-51, was reportedly 30% higher by 1953-54. 

The maintenance, or a relatively level production since 
1951-52 (6,700,000 bags), in the face of increasing 
acreages, is reportedly due to poorer crop conditions each 
season. 

Production forecasts for North America reflect, to a 
large extent, the stable acreages of some countries, such 
as El Salvador and Costa Rica, and weather damage in the 
Dominican Republic and Haiti. 

Reports from Mexico indicate that a crop is expected 
in 1955-56 at about the same level as 1954-55 production, 
1,500,000 bags. However, the increasing acreages of re- 
cent years indicate that the 1955-56 crop could at least 
equal the original estimate for 1954-55 of 1,750,000 bags. 

In Africa, the forecast of 6,400,000 bags for 1955-56 is 
somewhat pessimistic, with the exception of the French 
territories, where record crops are expected. It will be 
noted that as final crop year exports for many African 
areas are received, production estimates are necessarily 
revised upward for previous years. It is believed that 
early estimates of production for many areas of Africa 
either omit or underestimate native production, which 
later appears in exports. 

In Asia and Oceania, primary revisions are noted in 
Indonesian production estimates for 1954-55 and 1955-56. 
A late report from that area states that extremely wet 
weather during the blossoming period necessitated a 
downward revision from the earlier figure of 1,250,000 
bags to 1,080,000 bags for 1955-56. 
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the revolution e 


in green coffee marketing 


By GEORGE A. MANDIS, Coffee, Cocoa and Sugar Specialist 


Why the mathematical approach? 


This is the fifth of a series of articles. The ideas are 
entirely the author's. They are presented here as stimu- 
lating, serious thoughts on matters at the very heart of coffee 
buying and selling. Comments on the author's ideas are 
welcome. 


There has been considerable debate concerning the 
validity of the mathematical approach to the problems of 
coffee marketing. Many people do not understand the re- 
lationship between mathematical and verbal formulations 
of problems. They view mathematics as an application of 
simplified and rigid formulas to complex situations. The 
writer is of the opinion that mathematical formulations 
are extremely helpful in expiicitly bringing to light as- 
sumptions underlying analysis, and thus bringing about a 
better understanding of marketing problems. 

Many in the coffee trade make decisions on marketing 
problems on the basis of experience, judgment and intuition. 
The writer, attempting to formalize their decision-making 
processes, hopes he can contribute by giving new insights 
into the problems at hand. 

The arguments for and against the mathematical approach 
have been primarily due to a misunderstanding of what it is 
intended to accomplish. The reader must fully realize that 
the mathematical approach is not intended as a substitute for 
judgment. It provides the trade with a systematic method 
for calculating the effects of several variables all at once 
at a given time; it is intended as an aid to judgment, not 
as a substitute. 

The author contends that roasters as a group have not 
taken time out to learn how to utilize several variables all 
at once in planning their inventories on a scientific basis. 

Another thing worth mentioning here is that mathematics 
gives us more precise ways of determining purchases of raw 
coffee, selling of raw coffee and the blends, inventory 
planning, and so forth. 

As soon as several variables are present in a marketing 
problem, most human minds cannot readily: estimate the 
results of their interaction. The mathematical approach is 
very helpful in this respect. 

The equations and formulas given in the last four install- 
ments clearly illustrte how several variables can be tied 
together effectively into a “dynamic expression.” They are 
workable, if we would learn to use them in conjunction 
with judgment and intuition. 

The author has kept the mathematics on a simple alge- 
braic level and has made an effort to avoid complicating 
the subject matter. The equations have been portrayed in 
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such a way as to permit you to evaluate these’ mathematical 
expressions for each “i’”’ th decision by using an ordinary high 
speed computing machine. The writer has tried to avoid 
complicating the equations and formulas portrayed in these 
articles by not using more advanced mathematical, statistical, 
econometric and probability concepts. 

The author has been doing research utilizing these more 
advanced concepts in trying to find means and ways of per- 
fecting the marketing of coffee and cocoa such that the 
frequency of success for each “i’’th determination will be 
better than average. As an example, everyone knows one 
of the major problems confronting a large importer is his 
long and short (spot) positions on growth differences. When 
an importer is both long and short the basis, how can he 
know at a moments notice whether his decisions will pan out 
in a profit or loss? The impofter in. such a position has a 
double-risk, and there are definite ways of knowing or de- 
termining the success of such operations at a moments notice. 
In other words, under a given set of supply/demand factors 
there is only one right way in computing your basis in 
selling forward deliveries (short spots) and only one right 
way in buying raw coffee (going Jong the basis). 

The writer has yet to see a successful importer in coffee 
or cocoa just going along using his experience, judgment 
and intuition without using some form of mathematics in 


Furthermore, when an import trader or roaster utilizes this 
kind of knowledge and is able to make the proper purchase/ 
sales decisions, there is no limit to what he can make in the 
way of salary. This is the epitome of coffee marketing. 

The type of mathematical treatment given to these articles 
is called “linear programming.” This approach is not un- 
usual or complicated or even mysterious. It is a new ap- 
proach to marketing, management and production problems. 
This approach has met with great success in other branches of 
our economy. The writer hopes that this approach will be 
just as successful in the marketing of coffee and cocoa. 

Therefore, in simple terms, linear programming applied 
to coffee marketing is an attempt to show importers /dealers 
and roasters how they can maximize their profits and mini- 
mize their cost and ‘“‘risks’’ on the raw coffee bean, and at 
the same time stimulate consumption of coffee blends at the 
retail level by maintaining relatively stable prices. 


Inventory planning 


In ‘the mathematical treatment below, the writer will 
attempt to illustrate the necessary computations that must 
be made before actually planning your purchases of raw 
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coffee. From these formulae the author shall attempt to 
illustrate how the cost factors can be tied in with the 
futures (B and M contracts) and with the “basis” in 
order to hedge your purchases. 

For the sake of simplicity, let's assume that quantities 
purchased are for a month period. Therefore, let us 
imagine that our inventory turnover will be for a thirty 
day period. The average monthly cost of your blend 
[RCri (blend) | on a per pound basis for a one-year 
operation will be (where symbol ¥ means the algebraic 
summation): 


Your average monthly selling price on a per pound basis 
to your D/R outlets for a one year operation will be 
= (Si) 
12 
average monthly net return for a twelve month operation 
will be 
[ = Si— (= (RCri (blend) ) ] + (= RCCi) 
12 
where RKi = (RCCi + RPi) for each “ith determination. 
The roaster’s calculated cost RCCi, must include overhead 
cost factors for each 
Hence, your monthly average overhead cost with the net 
return, (RCCi + RPi) will be 
x (RCCi + RPi) 
eiiaiemuaad + teak ,where 
Then the roastet’s monthly average actual cost factor, 
RACi, for a 12 month operation will be: 


where Then your 








RACi = (V — W)i 

In the final analysis the relationship shown below must 
be a reality if his roasting operation can be termed a suc- 
cess, that is 

RACi = RCCi 

It should be recognized that the average formulae shown 
above were over-simplified in order to get certain basic 
ideas across. In order to be more precise, mathematically, 
we can utilize the following type of mathematical logic which 
is unquestionably concrete. 

As an example, let subscript ‘‘g” in this case represent the 
particular month under consideration. Also, let the sub- 


So, Sgj means a particular 
month. Therefore, for each “g’’th month of oper- 
ation, the sales can range from 1, 2, . . ., ng, or in other 
words j — (1, 2, 3, 4,..., ng), where “ng” is the number 
of sales made in the ‘‘g’’th month. 

Therefore, the average selling price for each ‘g’’th month 
would be 


The above formula can now be easily integrated with the 
remaining eleven months to determine the monthly average 
for a one-year operation. This same kind of logic can be 
applied for each ‘‘g”th month regarding [RCri (blend) }, 
RCCi, RPi, or to any other variables in the set => (see below) 
essentials in the running of your business. 

Therefore, a roaster, just like an importer/dealer, has 
a set of variables which must always be considered with 


each 
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group of individual elements which must be re-grouped 
together in proper combinations in the conduction of pro- 
cessing coffee. 

Hence, the set Z == (RCri, Ni, RBi, RCCi, RACi, RPi, 
Qi, Si). 

From this set of elements, we have already regrouped the 
elements in such a way as to form several = which 


RCri + (RCCi + RPi) = Si 

As soon as the above computation is completed to cover 
the future shipment price, Si, to be shipped to your D/R 
outlets by a certain date, the equation must be translated 
into action with one objective: to eliminate as much of the 
“price risk,” RCri, and “basis risk,’ RBi, as is mathematic- 
ally possible. Therefore, the change in RCri and in the 
(Ni + RBi) by the time you will actually order the coffee 
must be noted always, basing your decision on the current 
RCri and the current (Ni + RBi), and to anticipate what 
changes may occur in the supply-demand conditions effect- 
ing these variables as well. 

After having decided on a definite purchasing policy, 
each “7th determination must correspond with each cycle 
of operation, or better with each inventory turnover. Each 

should be matched with the cor- 
responding forward sale, Si. Only in this way can an R 
improve his relative frequency of success. 

Let us now take a realistic example and mathematically 
manipulate the desired variables in our set Z. 

Suppose your blend contains Qs parts by weight Santos 
4s, Qm parts by weight Excelso Medallins, Qwm parts by 
weight of a Mexican or Salvador or Guatemalan type and 
Qf parts by weight of some filler grade. 

Then the R must compute the cost of the blend on a per 
pound raw bean basis, taking the current spot prices quoted 
by I/Ds. 

Remember that the RCri — (Ni + RBi) for each 
determination (where [RCr (blend) ] i is the cost of he 
blend on a per pound raw basis). 

Hence, [RCri (blend)] = SG 
summation can range over the 
j = s, m, wm, f, or whatever other types of coffee are being 
used in making your blend. 

Then the above formula must be broken up as shown 
below in order to establish a correspondence on a one-to- 
one relationship, or in simple terms, on a lot-to-lot basis, 
such as: 


where the, , 


~ matched with so many lots of B-contract 


(Qm + Qwm) 
37,500 

The [RCr (blend) ] i must now be checked as before 
with the following equation: 

[RCr (blend) ]i + (RCCi + RPi) = Si, and the Si 
must be in line, of course, with competition. 

A one-to-one matching (in mathematics we term this 
as establishing a one-to-one correspondence) must be done. 
How? 

The [RCr (blend) ] i must be compared price wise as 
well as with the quantity needed with the respective types 
of coffee desired. Hence, the [RCr (blend) ] i must be re- 
lated to RCrs, RCrm, RCrwm, and RCrf—such that 
[RCr (blend) ]i can be related to (RCr-s, RCr-m, RCr-wm, 
RCr-f)i. 
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matched with so many lots of M-contract 
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Symbols used 
in “The revolution in green coffee marketing” 


E/S—exporters or shippers 
I/D—importers/dealers 
R—the roaster 
N—price of the future delivery month on the New 
York Coffee & Sugar Exchange, Inc. 
B—current quoted basis to the I/D 
RB—current quoted basis to the R 
Cr—the full price per pound of raw coffee bean, the 
cost to the I/D 
RCr or SCr—the full price per pound of the raw 
coffee beans, the cost to the R. (Hence, 
in our second installment we termed SCr 
to mean the selling price of raw coffee 
beans to another I/D or R.) 
CC—the calculated cost to the I/D 
AC—the actual cost to the I/D 
RCC—the calculated cost to the R 
RAC—the actual cost to the R 
P—profit or net return to 1/D 
RP—profit or net return to R 
S—the selling price of bag-packed or vacuum- cual 
or instant coffee to the distributor or retail outlet, 
whichever the case may be, and to be shipped at 
some future shipment date 
Q—quantity of raw coffee expressed in pounds. 
s—this letter after Cr or RCr or SCr or Q refers to 
Brazilian coffee 
m—this letter after Cr or RCr or SCr or Q refers to 
Colombian coffee 
wm—this letter after Cr or RCr or SCr or Q refers to 
washed milds 
f—this letter after Cr or RCr or SCr or Q refers to 
a ss or Robustas 
—the letter “i” after a symbol designates the “i’th 
transaction. " ‘The “i” can range from one trans- 
action to any number of different transactions. 
x—is used here to mean the amount of price change in 
N, the future price 
y—is used to mean the amount of price change in B, 
the basis 
means equal to 
means equal to or less than 
means equal to or greater than 
means less than 
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Since you based your Si, on current quoted prices for 
Santos, Colombians and Washed Milds, Etc., needed for 
your blend, you can now easily break down the component 
parts of your blend as follows: 

for Santos: 

RCrs — (Ni + RBsi) and relate this to the B-Contract 

for Mild: 

RCrm — (Ni + RBmi) and relate this to the M-Con- 
tract. 

for Washed Milds: 

RCrwm — (Ni -+ RBwmi) and relate this also to the 
M-Contract. 


(Continued on page 29) 





Finance Ministers of Brazil, 
Colombia meet on policies 
for International Coffee Bureau 


Plans for the International Coffee Bureau were 
scheduled for clarification early in August at a meeting 
in Rio de Janeiro of Jose Maria Whitaker, Finance Min- 
ister of Brazil, and Carlos Villaveces, Finance Minister 
of Colombia. 

Earlier, ICB was shaken by Mr. Whitaker's rejection 
of the quotas and minimum prices agreed upon by reprz- 
sentatives of the various countries at meetings in New 
York City. 

Mr. Whitaker said the quota plan would exclude from 
the buffer stockpile the 3,200,000 bags of coffee the 
Brazilian government bought last year under its price 
Support program. 

He also declared the price program would compel 
Brazil to ‘fall back on the adventurous policy of minimum 
Prices.” 

By and large, however, he said he viewed the plan for 
an international stockpile with “interest and sympathy.” 

Mr. Whitaker said Alkindar Junqueira, who represented 
Brazil at the New York conference as president of the 
Brazilian Coffee Institute, exceeded his authority. 

Mr. Junqueira resigned and Raul da Rocha Medeiros, 
a Sao Paulo coffee planter, was named BCI head. 

A spokesman for Colombia said the factors in the 
world coffee situation leading to the formation of the 
International Coffee Bureau had not changed. 

He said the basic fact remained that if the producing 


countries did not succeed in getting together, none of 
them would sell coffee profitably. 

Eleven coffee producing areas of Asia, Africa and the 
Middle East were officially invited to “participate in the 
drafting of a constitution for the International Coffee 
Bureau.” Announced early in July by a letter to the am- 
bassadors in Washington of Belgium, France, Great 
Britain, India, Indonesia, Liberia, Ethiopia, Netherlands, 
Portugal, Spain and Yemen. 

The 1954-55 estimated exportable production for these 
countries or their colonies is roughly 20 per cent of the 
world supply. ICB, in its letter, said that it considered 
their participation in the new organization “highly es- 
sential.” 

The ICB executive committee requested each Ambassa- 
dor to forward the invitation to his government or to the 
coffee associations of the respective countries. 

The Indonesia Economics Ministry said they did not 
expect Indonesia would join the International Coffee 
Bureau. 

Indonesia preferred to fix its own price limits, the 
Ministry said. 


Rochester firm offers $100 home coffee maker 


An automatic coffee maker with 24-karat gold plate and 
a $100 price tag is being offered by the Robeson-Rochester 


Corp., Rochester, N. Y. 


Cory markets $50 home coffeemaker 

The Cory Corporation, Chicago, is marketing a $50 
“Crown Jewel’ ’electric coffee maker with a 24-karat gold- 
plated base. 
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American public misinformed 
on coffee prices, production 
controls, Otis McAllister charges 


Otis McAllister, world’s largest distributor of green 
coffee, charged recently that the American public is being 
misinformed about coffee prices and production control. 

In its quarterly letter, the company stated that a drop 
in coffee prices vitally affects the 15 to 20 per cent of 
American workers who depend on foreign trade for their 
livelihood. 

“Completely overlooked among the many-sized econ- 
omic facets of coffee, is the producer of coffee, the man 
and his family whose life depends on his small ‘finca’ or 
‘fazenda,’ where he spends 12 months every year working 
his coffee crop,” the firm stated. 

One of the most popular misconceptions about coffee, 
Otis McAllister charged, is that the middleman, or even 
the speculator, gets a large share of the consumers dollar. 

The letter points out that 50 per cent of the price paid 
by the consumer goes to the producer, who is often a small 
farmer. The letter adds that 87 per cent of the 397,000 
coffee fincas in Colombia are owned by single families who 
cultivate fewer than 5,000 trees. 

A large part of the remaining 50 per cent of the 
consumer's dollar goes to cover such costs as financing, 
bagging, warehouse handling, transportation to shipping 
centers, ocean transportation, taxes, insurance, storage, 
spoilage and the 16 per cent shrinkage loss. In addition, 
the roaster must be compensated for blending, grinding, 
packaging, distributing and promotion. The retailer must 
also receive his compensation from this remaining 50 
per cent. 

The letter said that the coffee dollars earned in this 
country by the Latin American countries are spent right 
in the U.S.A. ‘Coffee dollars,” the letter continued, 
“over a billion of them yearly, help turn the wheels of 
U.S. industry, provide jobs for our workers and contri- 
bute to the prosperity. When Mr. Consumer drinks a 
cup of coffee, he sets off a chain reaction. He puts pesos 
into the pocket of a distant Latin American coffee farmer. 
When the farmer accumulates enough dollars, he buys 
the many things he needs from U.S. factories and other 
U.S. suppliers of farm equipment, textiles, chemicals, 
lumber products, drugs and many other items and 
services.” 

Higher prices for coffee primarily benefit the pro- 
ducer and not the mystical speculator or any of many 
Organizations involved in shipping, processing, distri- 
buting and selling coffee, the letter emphasized. 

The increased purchasing power which higher prices 
afford producers also reflects in the increased demand 
for our goods and services, and in more income for the 
thousands of businesses and their workers who export to 
Latin America. However, the recent increase in prices 
must be measured in the light of the consistently higher 
prices which coffee producers have had to pay for our 
goods and services. These higher costs for our products 
have just about equalized the added revenue from coffee 
realized by the shortage-inspired price rise in coffee during 
1953-1054. 

Coffee dominates the economies of seven Latin Ameri- 
can republics and plays an important role in the economies 
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"Looks like you need a coffee break, sir . 


of seven more, the letter stated. It is the largest dollar 
import of the United States. Coffee has helped build 
not only a flourishing trade; it has materially strengthened 
the friendship of the United States with their 173,000,000 
good neighbors in Latin America. 


Assistant Secretary of State Holland 
to talk at NCA’s 1955 Convention 


Henry F. Holland, assistant secretary of state of inter- 
American affairs, will address the 1955 convention of the 
National Coffee Association, being held October 10th-13th 
in San Francisco. 

Mr. Holland has visited all South American countries. 
He accompanied vice president Richard Nixon on his 
Central American tour early this year. In addition, Mr. 
Holland was a member of the U. S. delegation to the 
tenth annual Inter-American Conference in Caracas, and 
was coordinator of the U. S. delegation to the Rio Econ- 
omic Conference held late last year. 

Plans for the convention are well underway, with the 
San Francisco trade deep in preparations for the social 
and sports events. 

Convention hotels are the Mark Hopkins, Fairmont and 
Huntington. 


Goodwin to handle press relations for PACB 


Robert D. Goodwin has been appointed to the public 
relations department of the Pan-American Coffee Bureau 
to handle press relations. 

Formerly director of public relations for the Carpet 
Institute, Mr. Goodwin has also served as a public re- 
lations executive for the National Association of Manu- 
facturers and N. W. Ayer and Son. 

A graduate of Northwestern University’s Medill School 
of Journalism, he served as an Air Force public relations 
officer during World War II. 
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Crops and countries 


coffee news from producing areas 





Raul da Rocha Medeiros, a coffee farmer, 


named president of Brazilian Coffee Institute 


Raul da Rocha Medeiros, a Sao Paulo coffee planter, has 
been named president of the Brazilian Coffee Institute, it 
is reported by Octavio Veiga, Santos correspondent of 
CorFEE & TEA INDUSTRIES. 

The new BCI head succeeds Alkindar Junqueira, who 
resigned over differences with Finance Minister Whitaker 
on International Coffee Bureau agreements. 

Formerly president of the Sociedade Rural Brasileira, 
Mr. Medeiros was a federal deputy in 1934. 

Seventy years old, he is said to be an intimate friend of 
Mr. Whitaker. 


Basis for Brazil’s financing 


of 1955-56 crop is announced 

The basis for financing of the 1955-56 coffee crop in 
Brazil was announced by the president of the Bank of 
Brazil, it is reported by Octavio Veiga. 

The basis is as follows: 

1. On the ports of Santos, Rio and Paranagua: 

For spot coffees: Cr$1,950.00—style Santos, type 4, 
greenish; Cr$1,800.00—style Santos, Rioish, type 4; Cr$1,- 
350.00—style Rio, type 7; Cr$1,150.00—style Rio, type 8. 

For coffees in railway bills of lading: Cr$1,850.00—pre- 


ferential type; Cr$1,750.00—style Santos, type 4; Cr$1,- 
600.00—style Santos, Rioish, type 4; Cr$1,150.00—style 
Rio, type 7. 

2. On the ports of Vitoria, Recife and Salvador: 

For spot coffees: Cr$1,000.00—type not inferior to 7/8. 

For coffees in railway bills of lading: Cr$800.00—type 
not inferior to 7/8. 


45-day guarantee revoked by Brazil 


Brazil's 45-day guarantee to foreign coffee buyers 
against losses due to currency exchange fluctuations was 
revoked by SUMOC (the Supertendency of Exchange and 
Credit) effective July Sth. 

One result has been speculation that coffee cruzeiro devalu- 
ation might be on the way after the guarantee expires. 
Coffee registered July Sth for shipment up to August 
20th would carry the guarantee. August 20th is therefore 
the target date in the rumors about changes in the coffee 
cruzeiro rate. 


Clarifies Brazil’s export coffee 


regulations for 1955-56 crop 


Reports that the Brazilian Coffee Institute's administra- 
tive board had raised Brazil’s export quota, as voted at the 
International Coffee Bureau conference were “completely 
erroneous,” according to a statement by Octavio Cintra Leite, 
the coffee institute director representing Sao Paulo planters, 
it is reported by Octavio Veiga, Santos correspondent of 
Coffee & Tea Industries. 
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Mr. Leite explained that the administrative board had 
approved shipping regulations from: the interior to Brazil- | 
ian export ports for coffee from the 1955-56 crop. 

This was strictly concerned with channelling of the 
estimated 17,700,000 bag crop to embarkation points under 
the local quota system to guarantee an equal chance to all 
Brazilian producing centers, he said, and should not be 
confused with exporting it overseas. 

Any necessary export control would be exercised from 
export ports, and not from the interior. 

Mr. Leite agreed that Brazil's internal shipping regula- 
tions in no way violated the international agreement on ex- 
ports. 

The regulations, he added, did not provide for holding 
any part of the incoming crop off the market. 

Shipping regulations approved by the administrative 
board call for the despatch of coffee to ports from: the in- 
terior to be regulated in 12 equal monthly quotas in chrono- 
logical order of warehousing. They also provide for 
constitution of initial port stocks and a maximum limitation 
on ports’ stocks. 

If the directorate accepts the proposal the administrative 
board will decide each port’s yearly quota—divided by 12— 
and stipulate that each month one-twelfth of the quota be 
liberated for transportation to port, regardless of the 
position of port stocks. 

The objective of this move, it was stated, is to avoid 
retention of stocks in the interior to create a shortage in 
ports’ stocks and thereby influence prices. 





New grading system proposed for Uganda coffee 


A new system of grading for Uganda coffee has been 
proposed by the chairman of the Uganda Coffee Industry 
Board, C. C. Spencer. 

Placed before local coffee traders for their comments, 
it will be introduced for the 1955-56 coffee season, which 
begins in October or November, if it proves possible. 

The new system would replace the existing grades of 
FAQ undergrade and triage with a new system indicating 
the maximum percentage of defective beans in a consign- 
ment. 

The new grades proposed are Robusta 5, 10, 15, 25, 50, 
and triage, and Arabica 5, 15, 30 and triage. 

Grade 5, for instance, would contain not more than 
5% of defective beans. The grading would also specify 
the color and appearance of the coffee and would mean 
that some of the existing FAQ coffees, which just qualify 
by having not more than 10% defective beans, would fail 
to meet the requirements of the proposed new Robusta 
grade 10. 

Mr. Spencer said the aim was to get rid of the ‘deroga- 
tory” undergrade. Some undergrade Robustas, in face, 
commanded higher prices than FAQ. 

It was hoped that the new system would lead to a bigger 
volume of a better type of coffee. Curing works would 
receive incentive allowances to encourage the production 
of the highest grades. 


Drinks the ‘‘mostest” cups the soonest 


A new coffee-drinking record has been set by a New York 
University student who downed 14 cups of coffee within 
eight and a half minutes. 

Burt Fisher had set out to better the previous record of 
13 cups in ten minutes set by a London student. 
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Housewife uses coffee 
at 62.7 cups per pound, 
survey for PACB shows 


An exacting survey to determine the cups per pound of 
coffee that the average U.S. housewife is currently making 
has been completed recently for the Pan-American Coffee 
Bureau by The National Family Opinion, Inc., it was an- 
nounced by Charles G. Lindsay, Bureau manager. 

The study was conducted in January-February, 1955, 
among 4,500 families selected by geographic areas, city size, 
family income and age of homemaker, so as to be repre- 
sentative of the total U. S. 

The study showed that the average housewife uses regular 
coffee at the rate of 62.7 cups per pound. 

It further showed that she is using soluble coffee at the 
rate of 14.7 cups per ounce. 

Observers commented that this proportion of soluble 
coffee usage challenges the “equivalent formula” commonly 
used by coffee men. This formula considers two ounces 
of soluble coffee to be equal in cups of beverage to one 
pound of coffee. 

Mr. Lindsay said that ‘after careful search for a way 
to conduct such a study that would determine accurately, 
and with an absolute minimum of bias, the number of 
cups per pound that the housewife was currently making, 
the Bureau worked out a method with the National Family 
researchers which was pre-tested before going ahead.” 

Based on a similar Bureau study conducted in the Fall 
of 1953 by this same group, the method finally decided 
upon was as follows: 

The respondent (usually the housewife) was asked to 
measure into glassine envelopes with which she was supplied, 
the exact amount of regular or soluble coffee that was used 
(including the “one for the pot”) for breakfast and for 
the dinner meal. The envelopes were then mailed to the 
research group where they were carefully weighed to tenths of 
a gram on apothecary-type scales. 

“We feel that since this study was conducted by mail and 
because the exact measuring was done by the housewife in 
the family kitchen at the time the coffee was being made, that 
the results are more accurate than if they had been obtained 
through personal interviews,” Mr. Lindsay said. ‘In an 
interview, where the coffee is measured before another in- 
dividual, there is an unconscious tendency to be just a little 
more generous.” 


The principal findings of The National Family Opinion 
study, compared with the 1953 study, are as follows: 

The measurement of regular coffee as breakfast and 
dinner disclosed that the average family uses an average 
of 62.7 cups per pound. In 1953, the comparable figure 
was 60.5. 

When using soluble, the family prepared on a cup basis 
14.7 cups per ounce and when using a pot, made 15.5 
cups. The results of both methods average 14.78 cups 
per ounce. In the 1953 study, the comparable figures were 
15.42, 17.08 and 15.66 respectively. 

The proportion of persons who reported as “usually” 
drinking soluble coffee showed a gain since 1953 with the 
husband accounting for a large part of the change, particu- 
larly at breakfast time. The chart indicates this change: 
Husbands Who Drink Coffee 

1953 
55.6 
13.0 
31.4 


Soluble 
Either 


100.0 

Among the families who regularly served coffee at home, 

the study disclosed the following comparison in the types 
of coffee generally used: 

1953 
Per Cent 
44.1 
14.8 
41.1 


1955 
Per Cent 


100.0 


Guatemala’s coffee contribution 
nets $30,550 for Children’s Fund 

Some 58,000 pounds of coffee, a contribution from 
Guatemala to the United Nations Children’s Fund 
(UNICEF), was sold by the Fund for a total of $30,550 
in net proceeds, UNICEF announced. 

The coffee was shipped from Guatemala to New York 
City, where UNICEF's Procurement Section took over its 
sale. Delivery represented the fulfillment of the govern- 
ment’s pledge for a 1954 contribution in unroasted coffee. 

Two commercial shipping concerns gave free transporta- 
tion to the coffee from its point of origin in the Depart- 
ment of Escuintla. The International Railways of Central 
America took it by land to Puerto Barrios. The United 
Fruit Co. made free shipment from Puerto Barrios. 
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Flavor of brewed coffee 
not affected by common 
inorganic water impurities 


Common inorganic water impurities have little or no 
effect on the flavor of brewed coffee, according to Dr. 
Ernest E. Lockhart, newly appointed scientific director 
of The Coffee Brewing In- 
stitute, Inc. 

He made this observation 
in a paper delivered before 
the annual meeting of the 
Institute of Food Technolo- 
gists in Columbus, Ohio. 

During the same meeting, 
Dr. Fred E. Deatherage, of 
the Department of Agricul- 
tural Biochemistry at Ohio 
State University, reported on 
organic acids in brewed 
coffee and their possible re- 
lationship to taste effects in 
stale coffee. 

Both studies have been supported by grants-in-aid by 
The Coffee Brewing Institute. 

In reviewing the factors that led to his conclusion, Dr. 
Lockhart said that taste threshold concentrations for a 
number of common inorganic impurities in water and 
brewed coffee were measured. Sulfate, sodium and 
chloride ions in some public water supplies might be 
found in concentrations high enough to be taste factors, 
he said, but these cases were isolated and local in nature. 

Generally speaking, it was concluded that inorganic im- 
purities of water supplies should not effect the taste of 
brewed coffee. 

In this paper on organic acids in brewed coffee, Dr. 
Deatherage said that the acids are extracted at different 
rates, and that two-thirds of the acid fraction is chloro- 
genic acid. He called attention to the fact that when 
brewed coffee is permitted to stand for sometime, the 
character of the acid content changes; both chlorogenic 
acid and caffeic acid are partially decomposed. 

This observation, Dr. Deatherage pointed out, may be 
important to an understanding of the taste effects that 
become apparent in stale coffee. 





Dr. Ernest E. Lockhart 


West German transit imports of coffee 


may be imported, association told 
The West German Economics Ministry has informed 


the coffee trade associations that West German transit 
imports of coffee would be allowed as of October Ist, 
provided the new multilateral trade and payments agree- 
ments with Brazil have become effective by that date. 

Coffee importers in Hamburg said they had been in- 
formed the new trade and payments agreements between 
West Germany and Brazil, which were signed in Rio de 
Janeiro on July 1st, provided for multilateral trade and 
payments settlements with the participation of Britain 
and the Netherlands, including the mutual permission 
for the transit import of Brazilian goods, particularly 
coffee. 

To avoid discrimination against Central American 
countries, permission for transit imports of coffee would 
also be extended to these countries. 
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Carry out plans to return 
coffee roasting to industry, 


McKiernan urges government 


John F. McKiernan, president of the National Coffee 
Association, has formally protested to the Defense De- 
partment, urging it to carry to completion its plans to 
return to industry the man- 
ufactureof commercial 
items, 

Mr. McKiernan stated 
that while President Eisen- 
hower has already declared 
that the government should 
get out of what should be 
private business, Section 638 
of this year’s Defense De- 
partment Appropriation Act 
stipulates that the Secretary 
of Defense must get per- 
mission from the House and 
Senate Appropriations Com- 
mittees before he discontinues such non-military activities 
as coffee roasting. 

In a telegram to Thomas Pike, Assistant Secretary of 
Defense, Mr. McKiernan pointed out that “in compliance 
with the stated policy of the Defense Department to dis- 
continue the operation of its coffee roasting plants, the 
roaster members of our industry all over the country have 
gone to considerable effort to assume the obligations and 
responsibilities inherent in this changeover. They have 


John F. McKiernan 
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devoted much time, planning and expense to means and 
methods of processing and packaging your roasted coffee 
requirements, which involves the contracting in many 
instances of special packaging machinery.” 

Mr. McKiernan reassured the Defense Department of 
the coffee industry’s support in carrying out the directive 
of President Eisenhower and urged that prompt action 
be taken before the recess of Congress to clarify this 
untenable position and also to see that the various services 
carry out the policy with the fewest possible delays. 


Better coffee crop reporting by USDA 


slated; Congress votes more funds 


More and better coffee crop reporting by the U.S. De- 
partment of Agriculture is on the way. 

This was reported by John F. McKiernan, president 
of the National Coffee Association. 

About a year ago NCA opened negotiations with 
Washington officials to encourage them to improve the 
quantity and quality of official statistics on international 
aspects of the coffee trade. 

Increase funds were voted by Congress to USDA for 
this purpose. 

With the new funds, the department will have 85 
agricultural attaches in the various U.S. embassies and 
consulates reporting under its jurisdiction. 

The number of personnel in the Foreign Agricultural 
Service concerned with coffee will be increased from eight 
as of last year to 13 for the coming fiscal year. 

Instead of regular annual reports from the 14 major 
coffee-producing nations, there will be, in addition, reg- 
ular quarterly reports from Brazil, Colombia, El Salvador, 
Guatemala and Mexico. 

Also attaches this year in Praetoria, Accra, Leopoldville, 
Nairobi and French Africa will make intermittent coffee 
reports and will be available to gather whatever special 
information may be of interest from these areas. 

FAS’s plans for next year’s budget, which may be sub- 
mitted to Congress before the end of this session but more 
probably at the beginning of the next session, will call for 
ten additional personnel concerned with coffee, for a total 
of 23. 

Funds will be requested to enable crop reports from all 
14 major coffee-producing nations to be made on a regular 
quarterly basis and for reports to come in annually from 
an additional eight minor coffee-producing countries. 


Postal clerks ask for official 


Status for coffee breaks 

The Texas branch of the United National Association 
of Postoffice Clerks has asked the postmaster general to 
make official an informal policy of two ten minute 
“coffee breaks” each eight-hour shift. 

Delegates to the convention approved the resolution 
after Cecil W. Howell, Temple, said many post offices 
now allow two such coffee breaks “but we think they 
should be made official.” 

“Private industry has found that such coffee breaks 
help morale and increase employee efficiency,” Mr. Howell 
said. 


INDUSTRIES and The Flavor Field 








the revolution 
in green coffee marketing 
(Continued from page 21) 








In the Jume issue of COFFEE & TEA INDUSTRIES, in the 
third installment of ‘The Revolution in Green Coffee 
Marketing,” the writer gave an example illustrating how 
trading “on call’’ would function between an importer/dealer 
and a roaster. The writer contends that he can explain to 
your satisfaction that planning your requirements on buyer's 
call contracts at certain periods of the season may be the 
most feasible solution in pricing your inventory. At other 
times, it may be feasible to buy the futures against forward 
sales, the futures to be exchanged at a later date for a 
specific type of coffee on an agreed basis. Furthermc-e, there 
are certain times when coffee should be bought at a fixed full 
price basis. 

The writer contends that in the declining market the 
roasters should have spread out their requirements on 
buyer's call contracts. Inventories should have been hedged 
in the delivery months. This would have been the most 
feasible solution in moving greater amounts of coffee to con- 
suming centers. The roaster would have had, at the same 
time, greater flexibility to finalize the price of raw coffee 
used as soon as the selling price to distributor/retail outlets 
had been fixed. The procedure would also have maximized 
profits. 

It is unfortunate that many roasters, even to this day, arc 
still paying up bank notes due to violent price fluctuations 
of the raw coffee bean. The lower coffee prices for the first 
quarter of 1955 have cut into first quarter earnings of many 
food companies. Most large corporations had to deduct 
from profits substantial sums which were added to inventory 
reserves while coffee prices were rising. With coffee prices 
now down, this situation is reversed. 

Unfortunately, most roasters do not have the capital or 
credit-line to speculate with inventory planning and to 
play the law of averages. The law of averages might have 
been a good enough policy in the old days, when the full 
price of green coffee was comparatively cheap and fluctuated 
only 2 or 3 cents in a season. However, it is extremely 
dangerous business to plan inventories on a fixed full price 
ideology at all times, when prices can move 5, 10, or 15 cents 
in a single season, and sometimes move in the same directioa 
for two or three seasons. 


It’s Edgewater Beach again 
for 1956 NRTCMA conventicn 


Fresh from its 1955 convention, the National Retai’ 
Tea and Coffee Merchants Association has announced it 
1956 conclave. 

Next year’s convention will again be at the Edgewate: 
Beach Hotel, Chicago. 

The dates: June 10th-13th, 1956, 


Duncan Coffee declares employee bonus 


The Duncan Coffee Co., Houston, Texas, declared ; 
10 per cent bonus for all of its hourly-wage employec. 
for the first six months of this year. 

Announcement of the bonus was made by H. M. Dun- 
can, president and founder of the company. 
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New institutional urn brews 2,500 
cups of coffee at one time 


More than 2,500 cups of delicious coffee can be made 
in a single brewing with an all stainless steel institutional 
urn battery fabricated by S. Blickman, Inc., Weehawken, 
N. J. 

Special flexible hoses, which connect either to the re- 
pouring line or to the coffee faucets, facilitate direct filling 
of large containers on trucks, or other rolling conveyances. 

Consisting of an integral arrangement of two urns 
and a pressure boiler, this large capacity equipment is 
especially suited for inplant mass feeding requirements, 
as well as for the special needs of individual catering 
firms who service plant ‘‘coffee-break”’ periods. 

Each urn has a complete syphon system connected to the 
boiler, plus a control valve and rainhead spray mounted 
in a swivel arm. Sturdy electric repouring pumps assure 
rapid and thorough mixing of the batch and have re- 
movable facings to facilitate cleaning. Urns and boiler 
are of continuous all-welded stainless steel construction 
to safeguard against leakage or burnouts. 

Urn liners are also of stainless steel, which protects the 
coffee flavor and contributes to the maintenance of a 
satisfactory brew throughout relatively lengthy serving 
periods. The urn covers are lifted and swung to the side 
by means of easily-operated lift rods. 

The boiler is a pressure-type with two removable access 
caps; one in the head and one located on the lower side. 
It is equipped with two combination safety and vacuum 
valves, plus an additional vacuum valve to assure maxi- 
mum protection against pressure Or vacuum. 

Coffee and water gauges supplied with this urn battery 
have calibrated stainless steel indicators and protectors. 
The urns and boiler can also be equipped with thermo- 


stats to regulate the coffee and water temperatures to ob- 
tain improved brewing and fuel savings. Urns can also 
be provided with a permanent Tri-Saver filter to eliminate 
use of urn bags and paper filters. 


Silex to merge with Enterprise Mfg. 


The boards of directors of The Silex Co., Hartford, 
Conn., and the Enterprise Manufacturing Co., Philadel- 
phia, have approved a plan to merge their companies. 

The Enterprise Manufacturing Co. was incorporated 
in 1866 and has been owned and managed by its founders 
and their descendents for the past 89 years. 

Stanley M. Ford, president of Silex, said Enterprise 
products complement those of Silex to a remarkable ex- 
tent. 

Enterprise produces an extensive line of housewares, 
including hand-operated meat choppers and shredders, 
ice crushers, drink mixers, an electric knife sharpener, 
and an automatic electric ice cream freezer for refrigerator 
use. The company also makes large and small coffee 
mills and grinders, and electric meat choppers and juicers 
for food stores and packaging houses. 

The sales of the two companies are expected to increase 
substantially as a result of the combined sales effort, it 
was stated. 

The merged company will have working capital in 
excess of $3,000,000. 

When the merger is consummated, T. Henry Asbury 
and Howard L. Murray, presently directors of Enterprise, 
will become directors of Silex, and all of the present ofh- 
cers of Enterprise will become officers of Silex. 


Says coffee break began in England 


The coffee break, now a daily custom with some 35,- 
000,000 U.S. workers, actually originated in England, 
according to an INS dispatch. 

Many years ago, it was served to adult and child work- 
ers in Liverpool and Manchester cotton mills, to break up 
their 16-hour work day. 





ROASTING 
GRINDING 
PACKING 
VACUUM PACKING 


Coffee Trade Roasters 


H. MILLS MOONEY & SON, INC. 


20 FULTON STREET, NEW YORK 38, N. Y. 


Telephone: WHitehall 4-5138 








69 FRONT STREET 
NEW YORK.N.'Y. 





Connections with all Coffee Producing Countries 


CARL BORCHSENIUS CO., INC. 


200 BOARD OF TRADE ANNEX 
NEW ORLEANS, LA. 


465 CALIFORNIA, ST. 
SAN FRANCISCO, CALIF. 








COFFEE & TEA 


INDUSTRIES and The Flavor Field 








QUALITY 
PRIVATE 


Dear Sir: 





LETTERS TO THE EDITOR 


Dear Sir: 

I just want to take a moment of your time to convey our 
congratulations for the commendable way in which COFFEE 
& TEA INpDustRIES has been doing its job of covering the 
many and ofttimes complex news of the industry. 

We especially admired your enterprise in crystallizing | 
editorially the findings of Progressive Grocer’s Foodtown | 
Study, which was carried in your May issue. As you know, 
I called attention to this piece and used excerpts from it in 
my address to the PCCA. It certainly was a thought-pro- 
voking editorial and, as was indicated in your June issue, 
continues to be the subject of a “hot discussion . . . rumbling 
through the coffee industry.” 

It is encouraging to know that such people as yourself 
are conscientiously performing an alert and influential job | 
of keeping the industry appraised not only of current prob. 
lems but of the “‘sleeper issues,” such as pure food and drug 
laws on extenders, “restaurant underpacks’” and premiums. 

You may rely upon the N.C.A.’s continued cooperation | 
in helping you to develop the most salient coffee industry | 








news. While your editorials cannot always be expected to | », vor INSx Processors of 

coordinate with the current thinking of the N.C.A.—a| = %, Better Quality Telephone 
condition which, I am sure, all of us regard as a healthful| ® Instant Coffees Flushing 3-1444-45 
one for an industry at large—we respect the fair minded | ms pons 

manner in which you are handling the more controversial | = COFFEE INSTAN TS, INC. 





issues. _ 133-23.35TH AVENUE FLUSHING 54, N. Y. 
Again, our congratulations and appreciation. 
John F. McKiernan, President 


National Coffee Association 


Dear Sir: 


Must admit to having overlooked your article, “Coffte S ay. \ Ni D rl R D S 
BaSe at > 3: ; Wes 
I referred back tit after reading the “Let Find Out"| (a oo or 


item in your July edition. | 

The article is indeed most interesting and contains | 
information that anyone connected with the sales of| 
coffee should be aware of. It certainly gives plenty of | 
ammunition to fire right back at those—and there are | 
many—who contend that coffee is not a money maker. 

If you still have a few reprints available, receipt of 
same would be appreciated, as I intend to see that the 
subject matter of this article is discussed with each sales- 
man representing our company. 

Herbert Watson, General Sales Manager 
Chock Full O’ Nuts Coffee Corp. 
New York City 


Old Dutch to sponsor “The Goldbergs” 


Old Dutch Coffee Co., Inc., New York City, will spon- 
sor ‘The Goldbergs,” starring Gertrude Berg, beginning 
this fall on Thursdays at 7:30 p.m. over DuMont TV. | 

Mrs. Berg created the show on radio some 26 years ago, 
but left the air last October because of a time conflict with 
Bishop Fulton Sheen. Ever since then, the public has 
been clamoring for their return, it was stated. STANDARD BRANDS 

In the new show, the Goldbergs will move from the 
Bronx to a small American town, bringing new faces 
into the story. 


INCORPORATED 
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SHIPS..... 


in the 
COFFEE 
TRADE 


Without ships, the American public would 
know coffee only as a rare and expen- 
sive luxury. Ships are an essential factor 
in the coffee trade. 

To the maintenance of that trade, 
Moore-McCormack Lines devotes a major 
share of its operations. Its large fleet of 
modern ships, including the fast pas- 


senger-cargo liners of the Good Neigh- 
bor Fleet and big C-3 cargo liners which 
are the last word in efficiency, keeps 
coffee moving in an unceasing flow from 
Brazil northward to the United States. 


The coffee trade can rest assured that, 
in the future as in the past, Moore- 
McCormack Lines will consistently devote 
its energies to the kind of service—swift, 
frequent and dependable—which will 
serve the best interests of the industry 
and the American consumer. 


COFFEE & TEA INDUSTRIES and The Flavor Field 




















Ship sailings 





A SUMMARY OF INWARD - BOUND SCHEDULES ON THE COFFEE AND TEA BERTHS 


Ports and dates are subject to change, 
should exigencies require. Moreover, lines 
may schedule sailings not shown in tbis 


schedule. 


Abbreviations for lines 


Ahbl Trans Car—Ahlmann Trans Carib- 


. 


bean Line 
Alcoa—Alcoa Steamship Co. 
Am-Exp—American Export Lines 
Am-Pres—American President Lines 
ArgState—Argentine State Line 


Am-W Afr—American-West African Line 


Barh-Frn—Barber-Fern Line 


Barb-W Afr—Barber-West African Line 


Barb-Wn—Barber Wilhelmsen Line 
Brodin—Brodin Line 
Cunard—Brocklebanks’ Cunard Service 
Delta—Delta Line 

Dodero—Dodero Lines 


El]-3uck—Ellerman & Bucknell S.S. Co. 


Farrell—Farrell Lines 

Grace—Grace Line 

Granco—Transportadora Gran 
Colombiana, Lida. 


Gulf—Gulf & South America Steamship 


Co., In. 
Hol-Int—Holland-Interamerica Line 


SAILS SHIP LINE DUE 


ACAJUTLA 


8/14 Sante Fe Grace 
8/20 Frameggen UFmit Cr? 8/24 NY9/1 
8/29 Choluteca UFruit Cr?9/2 NY9/10 
9/3 Santa Cruz Grace Cr' 9/17 
9/23 Santa Fe Grace Cr! 10/7 
10/4 Santa Cruz Grace 


AMAPALA 
8/15 Frameggen UFruit Cr? 8/24 NY9/1 
8/25 Lempa UFruit Cr? 2/27 NO9/1 


8/24 Choluteca UFmit Cr?9/2 NY9/10 
9/7 Santa Cruz Grace Cr! 9/17 


9/27 Santa Fe Grace Cr! 10/7 
BARRANQUILLA 

8/15 Otta UFruit + NY8/28 
8/16 Santa Catalina Grace NY8/24 
8/20 Byfpord UFrit NY9/2 


8/22 Aggersborg UFruit NO9/4 
8/23 Santa Teresa Grace NY8/31 


8/28 Mabella UFmit NY9/10 
8/30 Santa Ana Grace NY9/8 
9/4 LH. Carl UFruit NY9/17 
9/5 Marna UFruit N09/18 
9/6 Santa Catalina Grace NY9/14 
9/11 Otta UFruit NY9/24 
9/13 Santa Teresa Grace NY9/21 
9/18 Byfjord UFruit NY10/1 


9/19 Aggersborg UFruit N010/2 
9/20 Santa Ana Grace NY9/28 
9/21 Santa Cruz Grace 
9/25 Mabella UFruit NY10/8 
9/27 Santa Catalina Grace NY10/5 
10/4 Santa Tereesa Grace NY10/12 
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LA8/23 SF8/25 Se8/30 


LA10/13 SF10/15 Sel0/20 


LA10/13 SF10/15 Sel0/20 


{FC—LF.C. Lines 
Independence—Independence Line 
JavPac—Java-Pacific Line 


Lamp-Ho—Lamport & Holt Line, Lid. 


Lloyd—Lloyd Brasileiro 
Lykes—Lykes Lines 
Maersk—Maersk Line 
Mam—Mamentic Line 


Mormac—Moore-McCormack Lines, Inc. 


Nedlloyd—Nedlloyd Line 


Nopal—Northern Pan-American Line 


Norton—Norton Line 


PAB—Pacific Argentine Brazil Line 
PacFar—Pacific Far East Line, Inc. 


PacTrans—Pacific Transport Lines, Inc. 


Pioneer—American Pioneer Line 
Prince—Prince Line, Lid. 


R Neth—Royal Netherland Steamship Co 


Robin—Robin Line 

Royal Inter—Royal Interocean Lines 
SCross—Southern Cross Line 
Sprague—Sprague Steamship Line 
Stockard—Stockard Line 
Swed-Am—Swedish American Line 
UFruit—United Fruit Co. 
Wes-Lar—Westfal Larsen Co. Line 
Yamashita—Yamashita Line 


COFFEE BERTHS 


SAILS SHIP LINE 
BARRIOS 

8/11 Choluteca UFruit 
8/16 Telde UFruit 
8/18 Mataura UFruit 


8/23 Cubahama UFruit 
8/23 La Playa UFruit 


8/25 Loviand UF ruit 
8/30 Leon UF ruit 
9/1 Copan UFruit 
9/6 Cubahama UFruit 
9/6 Telde UFruit 
9/8  Choluteca UFruit 
9/13 La Playa UFruit 
9/15 Mataura UFruit 
9/20 Cubahama UFruit 
9/20 Leon UFruit 
9/22  Loviand UFruit 
9/27 Telde UFruit 
9/29 Copan UFruit 
BUENAVENTURA 


8/10 Santa Olivia Grace 
8/19 Gulf Banker Grace 
8/22 Santa Maria Grace 
8/27 Santa Adela Grace 
8/29 Santa Luisa Grace 
9/2 Gulf Farmer Grace 
9/5 Santa Cecilia Grace 
9/7 Santa Rita Grace 
9/12 Santa Margarita Grace 
9/14 Santa Leonor Grace 
9/16 Gulf Merchant Grace 
9/19 Santa Barbara Grace 
9/21 Santa Ines Grace 
9/26 Santa Isabel Grace 
9/28 Santa Cruz Grace 


NY8/20 
N08/20 
NY8/27 
Ho8/27 
No8/27 
NY9/3 
N09/3 
NY9/10 
Ho9/10 
N09/10 
NY9/17 
N09/17 
NY9/24 
Ho9/24 
N09/24 
NY10/1 
NO10/1 
NY10/8 


Abbreviations for ports 
Ba—Baltimore 
Bo—Boston 
CC—Corpus Christ 
Ch—Chicago 
Chsn—Charleston 
Cl—Cleveland 
De—Detroit 
Ga—Galveston 
Gf—Gulf ports 
Ha—Halifax 
Ho—Houston 
HR—Hampton Roads 
]x—Jacksonville 
1.A—Los Angeles 
Ml—Montreal 
Mo—Mobiie 
NO—New Orleans 
NY—New York 
Nf—Norfolk 
NN—Newport News 
Pa—Philadelphia 
Po—Portlan 
PS—Puget Sound 
Sa—Savannah 
S$F—San Francisco 
Se—Seattle 
St Jo—Saint John 
Ta—Tacoma 
Va—Vancouver 


DUE 


NY8/17 Ba8/22 
Ho8/31 NO09/4 


NY8/29 


LA9/6 SF9/10 Se9/15 


NY9/5 


Ho9/14 N09/18 


9/12 


NY9/14 Ba9/19 


NY9/19 


LA9/23 SF9/25 Se9/29 
Ho9/28 N0O10/2 


NY9/26 


NY9/28 Bal0/3 


NY10/3 


LA10/13 SF10/15 Sel0/20 


33 





SAILS SHIP LINE DUE SAILS SHIP LINE DUE 


9/30 Gulf Shipper Grace Hol0/12 NO10/16 9/2 Mayo Lykes Gulf 10/19 
10/3 Santa Maria Grace NY10/10 9/15 Afr Sun Farrell NYi0/14 


EL SALVADOR 


CARTAGENA 
8/16 Vesuvio Italian LA8/25 SFB/28 Va9/2 Po9/13 See9/18 
1 a ae eee 8/18 Chili French LA8/28 SF8/31 Va9/5 $e9/9 Po9/10 


8/16 Otta UFrmit NY8/28 ‘ 
8/20 Santa Rosa jon NY8/24 8/31 Washington French LA9/10 SF9/14 Va9/19 Se9/23 Po09/26 


8/21 Byfjord UFruit NY9/2 
Aggersborg UFruit NO09/4 GUATEMALA 
a ov ct fo 8/17 Vesuvio italian LA8/25 SF8/28 Va9/2 P09/13 Se9/18 
hates. com ae 8/22 Chili French LA8/28 SF8/31 Va9/5 Se9/9 Po9/10 
LH. Carl UFmit NY9/17 9/4 Washington French LA9/10 SF9/14 Va9/19 Se9/23 P09/26 
Marna UFruit NO9/18 
Santa Paula Grace NY9/14 LA GUAIRA 


Otta UFmit NY9/24 
SonteRers Crees NY9/21 Santa Paula Grace NY8/17 
i : Santa Catalina Grace 8/24 
Byfjord UFmit NY10/1 Sofi 6 Ba8/23 NY8/24 
Santa Cruz Grace LA10/13 SF10/15 $e10/20 ne One pga 
F Santa Rosa Grace NY8/24 
Aggersborg UFruit NY10/2 
Santa Teresa Grace NY8/31 
Santa Paula Grace NY9/28 : 
Mabella UFuit NY10/8 Santa Monica Grace Pa8/30 NY8&/31 
Santa Paula Grace NY8/31 
Santa Rosa Grace NY10/5 Seite Ane aiaie NY9/8 
Santa Clara Grace Ba9/6 NY9/7 
CORINTO Santa Rosa Grace NY9/7 
Santa Catalina Grace NY9/14 
9/10 Sant i 7 
ple Praia tal Santa Sofia Grace Pa9/13 NY9/14 
Santa Paula Grace NY9/14 
Santa Grace NY9/21 
CRISTOBAL Santa ica Grace Ba9/20 NY9/21 
8/14 Marna UFruit N0O8/21 Santa Grace NY9/21 
8/25 Frameggen UFruit NY9/1 Santa Grace NY9/28 
8/28 Aggersborg UFruit NO09/4 Santa Grace Pa9/27 NY9/28 
9/3  Choluteca UFruit NY9/10 Santa Grace NY9/28 
9/11 Marna UFruit N09/18 Santa Catalina Grace NY10/5 
9/25 Aggersborg UFruit N010/2 Santa Sofia Grace Bal0/4 NY10/5 
Santa Rosa Grace NY10/5 
DAR ALAA Santa Sofia Grace NY10/12 
es S M Santa Minica Grace NY10/12 
8/19 Afr Moon Farrell NY9/21 Santa Paula Grace NY10/12 











Where you want it... 


When you want it... 


Your coffee arrives in perfect condition at 
our modern terminal at Pier 25, North River, 
New York, in just 13 days from Santos —12 
days from Rio—when it comes via Argentine 
State Line. Our large fleet of modern freight- 
ers, plus three new passenger liners—RIO DE 
LA PLATA, EVITA and RIO JACHAL — op- 
erate a swift, dependable cargo service be- 
tween East Coast of South America ports and 
New York. Your coffee is handled by experi- 
enced, efficient crews, in and out of immacu- 
late holds, assuring a minimum of bag damage 
and flavor contamination from dockside in 
Rio or Santos to truck or lighter in New York. 


ARGENTINE STATE LINE 


Boyd, Weir and Sewell, Inc., General Agents 
24 State Street, New York 4, W. Y., Tel. BO 9-5660 
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SAILS SHIP 


LINE DUE 


LA LIBERTAD 


8/13 Santa Fe 
8/19 Frameggen 
8/21 Lempa 
8/28 Choluteca 
9/5 Santa Cruz 
9/25 Santa Fe 
10/3 Santa Cruz 


LA UNION 


8/12 Santa Fe 
8/17 Frameggen 
8/23 Lempa 
8/26 Choluteca 
9/8 Santa Cruz 
9/28 Santa Fe 
10/2 Santa Cruz 


LIMON 


8/12 Marna 
8/13 L.H. Cari 
8/20 Otta 
8/25  Byfjord 
8/26 Aggersborg 
9/2 Mabella 
9/9 L.H. Carl 
9/9 Marna 
9/16 Otta 
9/23 Byfiord 
9/23 Aggersborg 
9/30 Mabella 


LOBITO 


8/22 Afr Grove 
8/31 Afr Dawn 
9/21 Granville 
9/23 Afr Glade 
10/3 Tabor 


Grace LAS/23 SF8/25 SeS 30 
UFruit Cr? 8/24 NY9/1 

UFruit Cr? 8/27 NO9/1 

UFmit Cr?9/2 NY9/10 

Grace Cr 10/17 

Grace Cr' 10/7 

Grace LA10/13 SF10/15 Sel0/20 


Grace LA8/23 SF8/25 Se8/30 
UFruit Cr? 8/24 NY9/1 

UFruit Cr? 8/27 NO9/1 

UFruit Cr? 9/2 NY9/10 

Grace Cr 9/17 

Grace Cr' 16/7 

Grace LA10/13 SF10/15 Se10/20 


UFruit NO08/21 
UFruit NY8/21 
UFnit NY8/28 
UFmit NY9/2 

UFmit N09/4 

UFnit NY9/10 
UFruit NY9/17 
UFmit NY9/17 
UFruit NY9/24 
UFruit NY10/1 
UFruit NO010/2 
UFruit N010/8 


Farrell NY9/21 
Farrelly NY9/20 
Am-W Afr USA 10/31 
Farrell NY10/13 
Am-W Afr USA 11/15 


LOURENCO MARQUES 


8/19 Mayo 
8/24 Aimee 


LUANDA 


8/19 Afr Grove 
8/28 Afr Dawn 
9/19 Granville 
9/20 Afr Glade 
10/1 Tabor 


MARACAIBO 


8/14 Santa Sofia 
8/21 Santa Monica 
8/28 Santa Clara 
9/4 Santa Sofia 
9/11 Santa Monica 
9/18 Santa Clara 
9/23 Santa Cruz 
9/25 Santa Sofia 
10/2 Santa Monica 


MATADI 


8/16 Afr Grove 
8/25 Afr Dawn 
9/17 Afr Glade 
9/17 Granville 
9/29 Tabor 


MOMBASA 


8/10 Stella 
8/21 Tuxford 


Lykes Gulf 10/19 
Lykes Gulf 9/24 


Farrell NY9/21 
Farrell NY9/20 
Am-W Afr USA 10/31 
Farrell NY10/13 
Am-W Afr USA 11/15 


Grace Ba8/23 NY8/24 

Grace Pa8/30 NY8/31 

Grace Ba9/5 NY9/7 

Grace Pa9/13 NY9/14 

Grace Ba9/20 NY9/21 

Grace Pa9/27 NY9/28 

Grace LA10/13 SF10/15 Se10/20 
Grace Bal0/4 NY10/5 

Grace PA10/11 NY10/12 


Farre'l NY9/21 
Farrell NY9/20 
Farrell NY10/13 
Am-W Afr USA 10/31 
Am-W Afr USA 11/15 


Lykes Gulf 9/10 
Robin NY9/20 
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-.-every step 
of the way! 


Green coffee always 
travels first class in the 
experienced hands of Grace 
Line. From long years of service 

to the coffee trade has come a sure understanding of the special 
care and handling coffee requires. Let this specialized experi- 
ence be your assurance of safe, on-time arrival of valuable 
coffee shipments. 


Operating on schedules geared to the needs of the trade, 
Grace Line’s modern Santa ships provide year-round 
American Flag service from the Coffee Ports of: 


COLOMBIA .. VENEZUELA .. ECUADOR .. PERU 
\ and West Coast of Central America y) 








ps ss AS —S 





TO 
NEW YORK «¢ PHILADELPHIA 
BOSTON «+ BALTIMORE 
LOS ANGELES + SAN FRANCISCO 
SEATTLE » VANCOUVER, B.C. 


GRACE LINE 


3 Hanover Square, New York 5,N.Y. Telephone: Digby 4-6000 
Agents and Offices in All Principal Cities 
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SAILS SHIP LINE DUE 


PUNTARENUS 


8/13 UFruit 
8/19 UFruit 
8/22 UFruit 
9/14 Grace 
10/4 Grace 


LINE DUE 


Farrell 
Lykes 


SAILS SHIP 


9/5 Afr Sun 
9/14 Mayo 


NY10/14 


Gulf 10/15 Cr? 8/24 NY9/1 


Cr? 8/27 NO9/1 
Cr? 9/2 NY9/10 
Cr 9/17 

Cr‘ 10/17 


Frameggen 
Lempa 
Choluteca 
Santa Cruz 
Santa Fe 


PARANAGUA 


8/13 
8/15 
8/20 
8/20 
8/20 
8/27 
8/29 
9/6 

9/10 
9/13 
9/14 
9/16 
10/1 
10/6 


Ba9/2 NY9/4 Bo9/6 Pa9/8 

N09/6 

LA9/15 SF9/18 Po9/22 Se9/24 Va9/27 

LA 9/15 SF9/17 Va9/23 Se9/24 Po9/28 
NY9/10 Bo9/14 Pa9/16 Ba9/17 Nf9/19 
N09/17 

NY9/18 Bo9/20 Pa9/22 Ba9/23 Nf9/24 
NY9/28 Bol0/1 Pal0/3 Bal0/4 Nf10/5 
N010/1 

LA10/9 SF10/12 Pol0/17 Sel0/19 Val0/21 
NY10/6 Bol0/10 Pal0/12 Bal0/14 Nfl0/15 
N010/8 

N010/22 

NY10/28 Boll/1 Pall/3 Ball/4 Nfl11/5 


Paranagua 
Del Santos 
Mormacland 
Trader 
Bahia 

Del Alba 
Alpherat 
Bonita 

Del Viento 
Mormacgulf 
Bonita 

Del Valle 
Del Monte 
Eckero 


RIO de JANEIRO 


Del Mar Deita 
Mormacland Mormac 
Paranagua Brodin 
Del Santos Delta 
Bahia SCross 
Trader PAB 
Del Norte Delta 
Del Alba Delta 
Alpherat Hol-Int 
Mormacguif Mormac 
Del Sud Delta 
Bonita SCross 
Del Viento N010/1 
Bonita SCross 
Del Valle Deita 
Del Mar Delta 
Del Monte Delta 
Eckero SCross 


N08/25 

LA9/15 SF9/18 P09/24 Va9/27 

Ba9/2 NY9/4 Bo9/6 Pa9/8 

N09/6 

NY9/28 Bol0/1 Pal0/3 Bal0/4 Nf10/5 
LA9/15 SF9/17 Va9/23 Se9/24 Po9/28 
N09/8 

N09/17 

NY9/18 Bo9/20 Pa9/22 Ba9/23 Nf9/24 
LA10/9 SF10/12 Pol0/17 Sel0/19 Val0/21 
N09/22 

NY9/28 Bol0/1 Pal0/3 Bal0/4 Nfl0/5 


8/1l 
8/15 
8/18 
8/20 
8/24 
8/25 
8/25 
8/31 
9/3 
9/6 
9/8 
9/10 
9/14 
9/18 
9/21 
9/29 
10/5 
10/10 


PUERTO CABELLO 


Santa Paula 

Santa Sofia 

Santa Rosa 
Monica 
Paula 
Clara 
Rosa 


NY10/6 Bol0/10 Pal0/12 Bal0/14 Nf10/15 
N010/8 

N010/13 

N010/22 

NY10/28 Boll/1 Pall/3 Ball/4 Nfl1/5 


NY8/17 

Ba8/23 NY8/24 
NY8/24 

Pa8/30 NY8/31 
NY8/31 

Ba9/6 NY9/7 
NY9/7 


Grace 
Grace 
Grace 
Grace 
Grace 
Grace 
Grace 


8/11 
8/15 
8/18 
8/22 
8/25 
8/29 
9/1 


SAN JOSE 


Pa9A/13 NY9/14 
NY9/14 

Ba9/20 NY9/21 
NY9/21 

Pa9/27 NY9/28 
NY9/28 

Bal0/4 NY10/5 
NY10/5 

Pal0/11 NY10/12 


Grace 
Grace 
Grace 
Grace 
Grace 
Grace 
Grace 
Grace 
Grace 


Sofia 
Paula 
Monica 
Rosa 
Clara 
Paula 
Sofia 
Rosa 
Monica 


9/5 

9/8 

9/12 
9/15 
9/19 
9/22 
9/26 
9/29 
10/3 


8/16 
9/2 

9/17 
9/22 
10/6 


Santa Fe 
Santa Cruz 
Bonita 
Santa Fe 
Santa Cruz 


SANTOS 


8/10 


Del Mar 


LA8/23 SF8/25 Se8/30 

Cr! 9/17 

NY10/6 Bol0/10 Pal0/12 Bal0/14 Nfl0/15 
Cr’ 10/7 

LA10/13 SF10/15 Sel0/20 


N08/25 





Serving 
the 
Coffee industry 
for over 
35 years 


WEST AFRICA 


ANGOLA, BELGIAN CONGO, 
CAMEROONS, IVORY COAST, AND LIBERIA 


Regular three-week sailings 





TO 


NEW 


ORLEANS AND 


OTHER U. S. GULF PORTS...FROM 


SOUTH AMERICA 


RIO DE 





COFFEE &: TEA 


PARANAGUA, 
JANEIRO, 


SANTOS, 
VICTORIA 


Regular weekly sailings 


ZA LPS 


AGENTS : 


RIO DE JANEIRO: DELTA LINE, INC. 
Rua Visconde Inhauma 134 
SANTOS: DELTA LINE, INC. 

Rua 15 de Novembre 176-178 
LUANDA & LOBITO: 

Sociedade Luso-Americana, Ltda. 


MATADI: 
Nieuwe Afrikaansche Handels Vennootschap 


INDUSTRIES and The Flavor Field 











SAILS SHIP LINE DUE 
8/11 Mormactide Mormac NY8/25 Bo8/28 Pa8/30 Ba9/1 Nd9/2 
8/16 Paranagua Brodin Ba9/2 NY9/4 Bo9/6 Pa9/8 
8/17 Del Santos Delta N09/6 
8/19 Mormacland Mormac LA9/15 SF9/18 Po9/22 Se9/24 Va9/27 
8/23 Bahia SCross NY9/10 Bo9/14 Pa9/16 Ba9/17 Nf9/19 
8/24 Trader PAB LA9/15 SF9/17 Va9/23 Se9/24 Po9/28 
8/24 Del Norte Delta N09/8 
8/29 Del Aiba Delta N09/17 
9/2 Alpherat Hol-Int NY9/18 Bo9/20 Pa9/22 Ba9/23 Nf9/24 
9/7 ‘Del Sud Delta N09/22 
9/8 Bonita SCross NY9/28 Bol0/1 Pal0/3 Bal0/4 Nfl0/5 
9/12 Del Viento Delta N010/1 
9/12 Mormacguif Mormac LA10/9 SF10;12 Pol0/17 Sel0/19 Val0/21 
9/19 Del Valle Delta N010/8 
9/28 Del Mar Delta N010/13 
10/3 Del Monte Delta N010/22 
10/9 Ecker SCross NY10/28 Boll/1 Pall/4 Nfl1/5 
TANGA 
8/14 Afr Moon Farrell NY10/14 
9/7 Maya Lykes Gulf 10/15 
9/10 Afr Sun Farrell NY10/14 
VICTORIA 
8/22 Del Santos Delta N09/6 
9/2 Del Alba Delta N09/6 
9/16 Del Viento Deita N010/1 
9/23 Del Valle Delta N010/8 
10/7 Del Monte Delta N010/22 
TEA BERTHS 
CALCUTTA 
8/10 Exminster Am-Exp Bo9/14 NY9/15 
8/16 City Rochester Ell-Buck Bol0/1 NY10/2 Pal0/4 Nfl0/7 Bal0/9 
8/23 Express Am-Exp Bo9/27 NY9/28 
9/7 City Barcelona Ell-Buck St Jo 10/2 MI10/18 
9/8 City Carlisle Elj-Buck Bol0/10 NY10/11 Pal0/14 Wfl0/16 Bal0/18 
COCHIN 
8/11 Malayan Prince Ha9/4 Bo9/7 NY9/8 Pa9/13 Ba9/15 Nf9/19 
8/18 Exminster Am-Exp Bo9/14 NY9/15 
9/1 Express Am-Exp Bo9/27 NY9/28 
9/11 British Prince Hal0/5 Bol0/8 NY10/9 Pal0/14 Bal0/16 Nf10/19 
COLOMBO 
8/12 Western Prince Cunard $a9/9 NO9/14 Ho9/20 Ga9/23 
8/13 Magdapur Cunard Bo9/12 NY9/13 Pa9/16 Nf9/18 Ba9/20 
8/15 Exminster Am-Exp Bo9/14 NY9/15 
8/18 Laura Maersk NY9/17 MI10/2 
8/23 Silvercrest JavPac LA10/5 SF10/11 Pol0/16 Sel0/20 Val0/22 
8/29 Express Am-Exp Bo9/27 NY9/28 
9/5 Else Maersk NY10/5 MI10/22 
9/8 British Prince Hal0/5 Bol0/8 NY10/9 Pal0/14 Bal0/16 Nf10/19 
DJAKARTA 
8/14 British Prince Hal0/5 Bol0/8 NY10/9 Pal0/14 Bal0/16 Nf10/19 
8/28 Nicoline Maersk NY10/17 MI10/29 
DJIBOUTI 
8/20 Magdapur Cunard Bo9/12 NY9/13 Pa9/16 Nf9/18 Ba9/20 
8/25 Exminster Am-Exp Bo9/14 NY9/15 
9/8 Express Am-Exp Bo9/27 NY9/28 
HONG KONG 
8/11 Mail Pioneer NY9/20 
8/18 Chastine Maersk SF9/11 LA9/14 NY9/28 
8/28 Golden Bear PacFar SF9/12 LA9/18 
9/3 Johannes Maersk SF9/26 LA9/29 NY10/12 
9/18 Bow Canada Maersk SF10/11 LA10/14 NY10/30 
10/3 Sally Maersk SF10/25 LA10/28 NY11/11 
KOBE 
8/10 Susan Maersk SF8/25 LA8/28 NY9/11 
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Regular Service 
From The Principal Brazilian Ports To: 
NEW YORK NEW ORLEANS 


Lloyd 
BRASILEIR 


(Partrimonio Nacional) 





Owned and operated exclusively by the 
Brazilian Government, LLOYD BRASIL- 
EIRO includes the American Line in its 
list of services vital to Brazil’s trade re- 
lations with the commercial centres of 
the world. The American Line maintains 
regular service from the principal Brazilian 
coffee ports to New York and New Or- 
leans, with facilities (as cargo offers) at 
Philadelphia, Baltimore, Norfolk, Jackson- 
ville and Houston. 





Bringing North and South America nearer each other. LLOYD 
BRASILEIRO makes the Good Neighbor a Close Neighbor. 


seo eeeennennaa 








NEW ORLEANS 
305 Board of Trade Didg. 


NEW YORK 
17 Battery Place 

















FOR THE 


COFFEE INDUSTRY 






For more than thirty years, Pacific-Argentine-Brazil 
Line has been a leading factor in coffee commerce be- 
tween Brazil and the West Coast of the United States. 
Regular schedules on modern C-3 ships. Entrust your 
cargoes to experienced P-A-B. 








Accommodations 
for 12 passengers 


PACIFIC-ARGENTINE- 
BRAZIL LINE. INC. 
POPE @ TALBOT. INC.. AGENTS 


Executive Orrices—100 Bush Street, San Francisco »+ DOuglas 2-2561 
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PACIFIC + ARGENTINE + BRAZIL LINE 
PACIFIC AND ATLANTIC INTERCOASTAL 











NOPAL LINE 


The Northern Pan-America Line A/S 
Oslo 


Regular Service 
Fast Norwegian Motorships 
Coffee Service 
Brazil/U. S. Gulf 





General Agents 


Oivind Lorentzen, Inc. 
21 West Street, New York 6, N.Y. 
Whitehall 3-1572 


New Orleans—Biehl & Co., Inc., Pere Marquette Bldg. 
Houston—Biehl & Co., Cotton Exchange Bldg. 
Chicago—F. C. MacFarlane, 2520 Bankers Bldg. 
Detroit—F. C. MacFarlane, 945 Free Press Bldg. 
Santos/Rio—Agencia de Vapores Grieg S/A 

Paranagua—Transparana Ltda. 
Buenos Aires—International Freighting Corporation, Inc. 











ror FAST DEPENDABLE DELIVERY 


. +. of your mild coffees 
to United States markets... 
rely on 


UNITED FRUIT COMPANY 


STEAMSHIP SERVICE 


Regular Sailings between 


GUATEMALA NICARAGUA 
EL SALVADOR COSTA RICA 
HONDURAS COLOMBIA 


and NEW YORK- NEW ORLEANS - HOUSTON 
and other U.S. ports 


NEW YORK: 
Pier 3, North River 


NEW ORLEANS: 
321 St. Charles St. 





SAILS SHIP LINE 


8/15 Mail Pioneer NY9/20 

8/25 Flying Dragon PacFar NW9/10 

8/26 Chastine Maersk SF9/11 LA9/14 NY9/28 
8/31 Golden Bear PacFar SF9/12 LA9/18 

9/10 Johannes Maersk SF9/26 LA9/29 NY10/12 
9/25 Bow Canada Maersk SF10/11 LA10/14 NY10/30 
10/9 Sally Maersk $F10/25 LA10/28 NY11/11 


SHIMIZU 


8/12 Susan SF8/25 LA8/28 NY9/11 
8/18 Mail i NY9/20 

8/28 Chastine SF9/11 LA9/14 NY9/28 
9/12 Johannes SF9/26 LA9/29 NY10/12 
9/27 Bow Canada SF10/11 LA10/14 NY10/20 
10/11 Saily $F10/25 LA10/28 NY11/1i 


YOKOHAMA 


8/13 Sea Serpent PacFar NW9/6 

8/15 Susan Maersk SF8/25 LA8/28 NY9/11 
8/20 Mail Pioneer NY9/20 

8/22 Flying Dragon PacFar NW9/10 

8/26 F.J. Luckenbach PacFar WC9/5 

8/31 Chastine Maersk SF9/11 LA9/14 NY9/28 
9/3 Golden Bear PacFar SF9/12 LA9/18 

9/15 Johannes Maersk SF9/26 LA9/29 NY10/12 
9/30 Bow Canada Maersk © SF10/11 LA10/14 NY10/20 
10/15 Sally Maersk SF10/25 LA10/28 NY11/11 


' Accepts freight for New York, with transshipment at Cristobal, C. Z. 
2 Accepts freight for Atlantic and Gulf ports, with transshipment at Cristobal, C. Z. 


Coffee roasting plant in New Orleans 
bought by National Food Stores chain 


The acquisition of a new coffee roasting plant in New 
Orleans by National Food Stores, Inc. was announced by 
N. A. Stepelton, vice president and branch manager for 
the New Orleans area. 

The new plant, at 3918 Gravier, is a one-story modern 
structure formerly operated by the Monogram Coffee Co. 

Mr. Stepelton said the plant has a capacity of 10,000,000 
pounds per year, and such modern and scientific coffee 
roasting equipment as is needed is being installed by 
National Food Stores for top efficiency and economy. 

He said the acquisition of the plant makes Louisiana 
the source of supply for much of the coffee sold through- 
out the 718 National Food Stores reaching from the Gulf 
Coast throughout the Midwest to Canada. 

The company will continue to import green coffee 
through New Orleans for its Chicago roasting operations, 
which will supply its northernmost branches. 

The plant will be put into operation upon completion 
of the installation of equipment, Mr. Stepelton said. 

New Orleans personnel will operate and supervise the 
new roasting plant, although green coffee procurement 
for the entire company operations is handled by the home 
offices in Chicago. 

H. V. McNamara, company president, said, ‘This latest 
move is just one more step in National’s expansion pro- 
gram for Louisiana and the South in general.” 


“Coffee Ice” is new hosiery color 


The Davenport Hosiery Mills are promoting a new 
shade called “Coffee Ice.” 

Davenport offers its accounts a counter display holding 
packages of coffee-flavored Charms candy specially packed 
by Brownie Manufacturing Co. 

Each little cellophane packet has a selling message on 
the new stocking color. 


COFFEE & TEA INDUSTRIES and The Flavor Field 








how to get and hold salesmen and customers 


(Continued from page 13) 





chandise, and the salesman gets a cash award, for maintain- 
ing a certain number of customers on his route. 

W. A. Gerbosi, Jewel Tea Co., Inc., Chicago, stated that 
Jewel does not believe in paying men to get customers, 
feeling it is a part of the routeman’s job to maintain his 
route. He said they do have, however, a route maintenance 
bonus plan, in which routemen and their supervisors receive 
cash bonuses for meeting a quota at the end of each 26-week 
audit period. 

The Victor Tea Co., of Cleveland, pays high guarantees 
to its solicitors, feeling they are more important to the or- 
ganization than routemen, stated Bruce Gottdiner. Although 
the cost is high, he pointed out, three out of five of their 
solicitors have been with the firm three years or more. A 
great unsolved problem of the industry, Mr. Gottdiner 
said, is how the small operator can get solicitors of high 
caliber to “sparkplug” routes. 

In the group of which Mr. Hellick was moderator, how 
to keep down cancellations by selling methods was a topic 
of debate. Long-range plans for customer premiums were 
a favorite device suggested, with purchase of a specific 
amount of coffee within several months to earn a free pre- 
mium, and sale of a premium item with payments spread 
over several months, both suggested as means to hold the 
customer until purchases became a habit. 

As many members were unable to stay through the third 


day of the meeting, the program was changed to permit | 


installation of the new president and reading of the secre- 
tary-manager’s report. Instead of group discussions as 


planned, a summary of previous discussions was given by | 


Norman Mansfield. 

He said much interest had been shown in the so-called 
“California plan’ of soliciting new customers. A wide- 
spread policy for eight years by West Coast route com- 
panies, this system has the supervisor make the initial call, 
sell the premium to the housewife, and leave it with her, 
telling her the routeman will be around in a week or two. 
The regular route salesman comes around later, collects the 
premium payment, and gets her order, continuing to handle 
collections and deliveries. This, Mr. Mansfield said, has 
been successful because it gives the housewife a period to 
anticipate the salesman’s call and plan an order. 

Rising costs of products and of premiums, Mr. Mans- 
field warned, are making it necessary for wagon route oper- 
ators to increase the number of coupons given on a premium, 
Otherwise, he explained, they will not serve their purpose, 
as indicated by one firm’s report that 86 per cent of its 
customers who closed out, paid off the balance on the pre- 
mium, rather than trading it out. 

On the social side, special events began with a reception 
Sunday afternoon for members, associate members and 
guests. On the following day, associate members hosted all 
at a luncheon—for which Carl W. Hellberg, of General 
Consumer Products, Inc., was guest speaker—and at a 
reception and dance Monday evening. 

Exhibits by 125 associate members’ firms received scores 


of visitors Monday and Tuesday afternoons and Wednesday | 


morning, doing a brisk business and introducing many new 
premium items. 
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Specialists in handling 
COFFEE from BRAZIL 


to U.S. North Atlantic Ports, Canada 


All coffee cargoes receive speedy, careful handling 
and personalized service when they're shipped with 
iFc Lines. Every shipment gets specialized handling 
to insure dependable, safe arrival. And every iFc 
ship pleasantly accommodates 12 passengers. 













Agents: 


BRAZIL—Agencia Johnson Ltd.. 
Riode Janeiro, Santosand Sic Paulo Montreal, Toronto, St. John , N.B 
PITTSBURGH — Lamark Ship- DETROIT—F. C. MacFarlane, 
Ding Agency, 202 Henry W. Oliver 945 Free Press Bldg. 

Bidg. CHICAGO-—F. C. MacFarlane, 
NEW ENGLAND—Roger H. 105 West Adams St. 

Neidlinger, Wickford, R. |. PHILADELPHIA — 8. H. So- 
BALTIMORE—Hinkins Steam- beiman &Co., Inc., Bourse Bidg. 
ship Agency, Inc., Munsey Bidg. 


International Freighting Corporation, Inc. 
17 Battery Place, New York City 4, N. Y.—Phone Digby 4-2800 
Pier 2, Erie Basin, Brooklyn, N. Y.—Phone MAin 5-3158 
Branch Office: Buenos Aires—Avenida Pte. Julio A. Roca-710 


CANADA— Ker: Steamships Ltd. 


R. C. WILHELM & €O., Inc. 


129 FRONT ST., NEW YORK 5, N. Y. 





Importers — Distributors 


Green Coffee 


Qualified Service to Roasters 


Cable Address: 
WILCAFE, N. Y. 


Teletype: 
NY-1-613 


Telephone: 
Whitehall 3-5430 











M/S IGADI 


M/S BORGHOLT M/S REINHOLT 


FAST DIRECT FREIGHT SERVICE 
FROM TEA AND SPICE PORTS 
PHILIPPINES CHINA JAPAN 


IVARAN LINES 


Far East Service 


STOCKARD STEAMSHIP CORPCRATION, General Agents 


17 Battery Place, New York 4, N. Y., WHiteha!! 3-2340 


M/S LISHOLT 
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August 
September 
October 
November 
December 





Coffee Movement in The U. S. Market 
(Figures in 1,000 bags) 


Figures by N. Y. Coffee & Sugar Exchange, Inc., in bags of origin. (Preliminary) 


Visible —Ist of Month 
otal 


“Total Brazil Others T 


483 
365 
332 


1,203 
1,228 
1,535 


720 
863 
1,203 


1,498 
1,388 


1,095 2,237 


385 
511 
479 
365 
362 
439 
596 
640 
572 
590 
512 
532 


1,460 
1,392 
1,234 
1,217 
1,049 
891 
907 
1,078 
892 
1,133 
915 
1,567 


821 
1,278 
1,224 

814 

499 

789 

592 

552 

529 

398 

488 
1,122 


1,659 
1,942 
1,959 
1,448 
1,031 
1,092 
754 
799 
795 
916 
989 
2,097 


446 
425 
541 
381 
422 
406 
362 


1,184 
992 
735 
806 
955 
678 

1,090 


871 1,476 
874 1,285 
1,027 1,461 
650 1,190 
1.159 1,744 
984 1,315 
700 1,400 








The coffee outlook 


By the time you read this, the picture on the Inter- 
national Coffee Bureau should be clearer. The Finance 
Ministers of Brazil and Colombia will have met to work 
out basic policy. 

Such factors as this continue to be pivot points in the 
market, rather than crops alone. Yet the weight of the 
increasing supply, as against anticipated demand, con- 
tinues to make itself felt in a deep and fundamental way. 

Also bulking large in considerations at this writing 
is the question of possible changes in Brazil’s coffee cru- 
zeiro rate after August 20th, when the last of the 45- 
day guarantees against exchange losses expire. 

It is widely known that Finance Minister Whitaker 
leans in the direction of a freer currency, and the feeling 
is that if any move comes, it will be then. 

In the meantime, the Finance Ministry has issued state- 
ments declaring that the coffee rate is under study, but 
no decision is expected in the near future. 

Whitaker's bold action in calling the former Brazilian 


Coffee Institute head to account, and in repudiating the 
minimum price and export quota provisions of the ICB 
agreements, had a sobering effect. 

It emphasized the obstacles which the producing 
countries face in trying to make ICB a functioning, effec- 
tive reality. 

One unfortunate effect of the situation has been to 
further divert attention away from the one answer which 
would solve the surplus problem in a way most beneficial 
to everyone: a really large promotion program to boost 
coffee sales. 

This lack was emphasized during the unprecedentedly 
hot July. As temperatures zoomed, coffee consumption 
sagged—in spite of the fact that iced coffee, properly 
made, is a cooling, refreshing drink, with a basic, universal 
taste acceptance. 

People know the coffee flavor, and like it. 

They will drink it iced, if they are convinced to pre- 
pare it right, and often, through promotion in keeping 
with the size of this industry. 








42 Broadway 


SOUTHERN Cross LINE 


Fast Motorships - from Brazil - to United States Atlantic Ports 
COSMOPOLITAN SHIPPING COMPANY, INC. 
General Agents 


New York 4, N. Y. 














Serving The Coffee, Tea & Spice Trade For Many Years 


Brookhattan Trucking Co., Inc. 


57 FRONT ST. NEW YORK 4, N. Y. 
BOwling Green 9-0780 


< 
< 
< 


Riverfront Warehouses 


‘Bowne Morton’s Stores, Inc. 


611 SMITH ST. BROOKLYN, N. Y. 
MAin 5-4680 
N. Y. Phone: BOwling Green 9-0780 








Import, Export and Bonded Trucking 





Free And Bonded Warehouses 
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Tea’s postwar decade 


The coming convention of the Tea Association of the 
U.S.A. will be different from the ones that have gone before. 

This convention will be the tenth. It will round out the 
postwar decade for tea in this country. 

As such, the conventicen offers a proper point in time from 
which to get perspective—to look back, to look at where 
we are now, to look ahead. 

This kind of perspective can be invaluable, especially to 
an industry caught up in a long-term drive to alter the 
shape of its market. 

Where was the tea industry ten years age in the restaurant 
market? Where is it today? 

Where was it in the home market, and in food stores? 
Where is it today? 

How did tea rate in the institutional market ten years ago? 
Where does it stand now? 


What changes have taken place in the way tea is imported, 
processed, packaged and sold? 

Answers to such questions give us ground to weigh pro- 
gress, to note mistakes. They help us to fix realistic ob- 
jectives for the future, in keeping with enormous oppor- 
tunities opened to us by progress already made. 

They show us how to reach such objectives most effective- 
ly, with the most return for money and time. 

This great evaluation will be reflected in the special tea 
convention section in the September issue of COFFEE & 
TEA INDUSTRIES. 

If you buy, sell, process or distribute tea—or supplies and 
equipment—this tenth convention of the Tea Asscciation 
is one you can't afford to miss. 

It’s at The Greenbrier, White Sulphur Springs, W. Va. 
The dates are September 18th-21st. If your reservations 
aren't in yet, get in touch with the Tea Association now. 


Let’s start now! 


What a summer! 

Record heat baked the nation in July and into August. 
That heat meant smiles as well as sweat to some industries, 
including tea. 

Over-ninety temperatures touched off over-normal de- 

mand. In tea, reports from the trade indicated a flood of 
orders and re-orders for iced tea bags. 
_ That demand was not just luck. It came from hard, de- 
tailed promotion for years before. It was the result of a 
great iced tea campaign underway this very summer, during 
the heat waves. 

In coffee, record heat meant sagging demand. 
from keeping an eye on changes in green coffee, everybody 
waited just a little harder for the first flush of fall demand. 

Not that there wasn’t any iced coffee promotion. But 
it was so slight as to be insignificant. 

We feel deeply that iced coffee offers one of the great 
potentials for more coffee volume. 

t is a cool, refreshing drink, with a flavor—coffee—that 
has almost universal acceptance in the country. 

Yet iced coffee has made virtually no progress in this 
country, certainly since the end of the war. 

Why? 

There is an obvious answer, and a correct one: iced coffee 
has not been given industrywide promotion on a big scale 
for many years. 

We've been doing some quiet checking. We've tripped 
repeatedly on what may be a key to the situation. 

It is an attitude which exists within the industry. 


Apart 
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Many coffee men say iced coffee doesn’t sell. Therefore 
iced coffee isn’t much good. Why put promotion money in- 
to it? 

But if iced coffee is at the bottom of the hill, it is be- 
cause we, the coffee industry, let it slide there—not because 
the product is unsound. 

In the same way, we can—through deliberate, conscious 
effort—roll it back up from the bottom of the hill. 

Let's start now! 

The industry might get a survey underway to find out 
what the public thinks about iced coffee, why and what 
can be done. 

One thought: a great campaign might be aimed at getting 
makers and restaurants to make iced coffee in new, proper 
ways—double-strength or with coffee ice cubes. 

But for an iced coffee campaign to be ready for the sum- 
mer of 1956, work must begin now. 

A good way would be for the National Coffee Association 
and the Pan-American Coffee Bureau to set up a joint com- 
mittee, perhaps with a chairman of neither group but re- 
spected by both. 

Such a joint venture would have the added advantage of 
bringing cooperative action on the great point of agreement 
among the coffee industries on both sides of the equator— 
the need for expanding the coffee market in the United 
States. 

Iced coffee is not the only potential for more coffee 
volume. But it’s a place to begin, with specific target dates— 
the summer of 1956. 

Let’s start now! 


4\ 








5 important steps in our service to the 
Tea Trade 





Old Slip 


Warehouse, Inc. 











Tea Storage 








Blending 











Reconditioning 








Repacking 








Tea Packaging for the Trade 





ADDRESS ALL INQUIRIES TO MAIN OFFICE 


Old Slip Warehouse, Inc. 


37-41 Old Slip, New York 5, N. Y. 


ARTHUR M. KOSTER, PRES. 


WAREHOUSES AT 
37-39-41 OLD SLIP 
67-69-71-73 FRONT ST. 38-39 SOUTH ST. 
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Dr. Frohman is vice chairman, Section on General Prac- 
tice of the American Medical Association; associate fellow, 
American College of Chest Physicians; fellow of The Tru- 
deau Society; member: American Geriatrics Society, The 
New York Academy of Sciences, The American Association 


for the Advancement of Science. He is also a member of 
the publication committee and editor of abstracts for GP— 
Journal of the American Academy of General Practice. 


This is another of the papers presented to the forum on 
the medical aspects of tea held at the New York Academy 
of Sciences. (See: ‘‘Scientists at historic symposium explore 
effects of tea drinking,’ June, 1955, CoFFEE & TEA IN- 
DUSTRIES, Page 83; “Introduction,” July, 1955 issue, Page 
43). The symposium was sponsored by The Biological 
Sciences Foundation, Ltd., Washington, D. C. 





“Time-tested” is a label all too familiar to a bored and 
ad-weary public. We may hear it applied to almost any 
product or activity that is not obviously a passing fad. The 
more thoughtful of us may wryly wonder just how much 
time is required to elapse before the appellation is con- 
sidered deserved. Certainly, the answers to this would 
vary—but it is doubtful that anyone would dispute the 
label’s applicability to a product used and enjoyed for 57 
centuries. Tea is that product. 

Man has changed much in these 57 centuries. His cus- 
toms, his attitudes, his ways of life and thought have all 
undergone countless alterations. But his love of tea he 
has retained unchanged. As early as 2737 B.C. we find 
written records of tea-drinking. Its ritual and ceremonial 
aspects are a part of the folklore of a host of peoples. Long 
before Aristotle laid the foundations for scientific thought 
or there was such a thing as a scientifically trained physician, 
tea was regarded as beneficent medicinally. And modern 
laboratories have, in this century, borne out this belief. 
The “test of time’’ and the test tube agree. 

What is it about tea that accounts for its persistence in 
our cultural history. Its delicate fragrance? Its gentle 
bouyancy to the spirit? Or does it, as the imaginative ro- 
manticists contend, evoke racial memories of ancient cere- 
monies lost in the dust of time. There is obviously no 
single answer; the reasons are manifold. 


Psychological aspects 


The ability of tea to make life just a little more pleasant 
is unquestionable. It has aptly been said that tea “induces 
a state of consciousness midway between gentle excite- 
ment and easy repose.”' Tea appears to possess the ability 
to strike and maintain this singularly “just right’’ balance; 
it is a harmonizer, a kind of psychological catalyst, a 
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beverage and dietary aspects of tea 


By |. PHILLIPS FROHMAN, Ph.G., M.D. 









gentle invitation to amity and concordance. The old and 
the young, the sick and the well—are capable of enjoying 
the soothing lift of tea. (Italics ours.—Ed.) 

Actually, in one sense, we need no experimental proof of 
the psychological benefits of tea; in many cases, it is sufficient 
for the physician’s purposes that his patient merely ‘hink 
that tea has cheered and brightened his attitude toward life. 
If there is a distinction between one who is happy and one 
who thinks he is happy, that distinction is semantic. Never- 
theless, there is satisfastion to be gained from the fact that 
experimental proof does exist. Using simple reaction time 
(a measure of alertness) and complex reaction time (a 
measure of speed of discrimination, and an indication of 
“lift,” psychologists Stanley and Schlosberg* found tea sig- 
nificantly increased both these reactions. 

The felicitous psychic effect of tea is no doubt produced by 
caffeine, but somehow caffeine’s not-so-desirable aspects seem 
to be absent in the well-brewed cup of tea. One explanation 
of this seeming paradox is that caffeine and tea tannins in- 
teract antagonistically when they meet in a cup of tea. Thus 
the gastrointestinal disturbances ordinarily induced by each 
Separately are counteracted and the two substances form 
an antagonistic synergism.*.* These findings, coupled with 
those of the Elmo Roper Beverage Survey of 1948° wherein 
tea was found to be considered soothing, mild and consider- 
ably less sleep-robbing than other caffeine-containing bever- 
ages, suggest that much of the insomnia attributed to caffeine 
may be due to its gastrointestinal effects—effects not present 
in tea. (Italics ours —Ed.) 

Rs (Continued on page 50) 





aspects 


Dr. Frohman presenting his paper on “Beverage and dieta 
of tea." Seated (from left) are Dr. Richard L. Jenkins, Chief, Psy- 
chiatric Research, Psychiatry and Neurology Science, Veterans Ad- 
ministration; Dr. John C. Krantz, Jr., Professor and Head of Depart- 
ment of Pharmacology, University of Maryland School of Medicine; 
Dr. Henry J. Klaunberg, Executive Director, The Biological Sciences 
Foundation, Ltd., sponsor of the historic tea symposium. 
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Why let the iced 


Ten dollars a day! ‘‘People drink Iced 
beverages all year round, so we figured 
our company could make extra profits from 
Iced Tea by serving and promoting it all 
year round. The public has proved us 100 
percent correct. We estimate that serving 
Iced Tea twelve months of every year has 


“We have ice on hand every day of the 
year and give a glass of ice water to each of 
our customers. But—we also use that ice 
to make Iced Tea all year round and sell 
it to our customers. There’s more profit 
per serving in Iced Tea than any other 
beverage we sell. Iced Tea served and 


promoted all year round is producing 
‘extra’ profits for our operation.”’ 


meant 10 dollars a day.”’ 


—Henry P. Jensen, Owner, Ole’s Waffle Shop, 
Oakland, California. 


—Sylvester W. Becker, John R. Thompson Co., 
Washington, D. C. 


Profits formerly overlooked. ‘“‘We have 
found that in the winter, too, our custom- 
ers demand and enjoy a glass of Iced Tea 
with their meals. We have been serving 
Iced Tea all year round for four years. 
Month by month, it has meant added bev- 
erage profits for our operation—profits we 
formerly overlooked.”’ 


—Veronica Morrissey, L. S. Ayres & Company, 
Indianapolis, Indiana. 


COFFEE & TEA 


“With profit margins squeezed between 
prices and increased costs, the ‘extra added’ 
beverage profits we’ve been making from 
serving Iced Tea all year round are very 
important to our operation. We first started 
to serve Iced Tea every day of the year 
about four years ago. Frankly, we were 
surprised at the good consumer response 
we got from the very beginning. Now 
we’re ‘picking up’ the extra profits we had 
formerly overlooked.”’ 


L. Eugene Johnson, Blue Boar Cafeteria Co., 
Louisville, Kentucky. 
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Tea season 
in September? 


Restaurant operators report extra profits when 
they feature Iced Tea all year round 


AUGUST, 


Experience has shown that 
when a hot-weather item be- 
comes truly popular, a little 
effort can turn it into an all- 
year-round seller. 


Ice cream did it. And so did a 
certain cola drink. 


Now Iced Tea is doing it, too! 
The restaurant operators 
shown here are just a few of 


1985 


the many who have already 
started to feature Iced Tea the 
year around. 


Since this trend is already 
under way and...since all of 
us stand to benefit —doesn’t it 
make sense to push Iced Tea 
as an all-year beverage with 
your restaurant customers? 


Starting right now? 


For more information about, and sales aids for 
“Iced Tea All Year,’’ write the 


tea council 


500 Fifth Avenue, New York 18, New York 


45 





Household consumption 
of tea down slightly 
in U. K., survey shows 


Weekly consumption of tea in British houscholds has 
dropped slightly, compared to 1954, according to the 
London Tea Bureau's fifth annual survey of trends. 

This annual survey follows a special study of public 
reaction to high tea prices made three months before. 

Here are the main findings of the 1955 survey, as the 
London Tea Bureau sees them: 

1. Compared to the 1954 survey, average weekly 
consumption of tea per household per week appears to 
have dropped very slightly, by about one-fifth of an 
ounce from 11.1 to 10.9 ounces. 

2. The average consumption per head now works out 
to very slightly less than last year although the figure, 
when rounded out, remains at the level of 3.3 ounces per 
week, This barely perceptible drop is reflected in the 
figures of the number of spoonfuls of tea used and in 
the number of cups of tea drunk by the housewife herself. 

3. Housewives are now holding slightly smaller stocks 
of tea than a year ago. Further, these stocks represent 
a smaller proportion of the household’s weekly supply at 
the present slightly lower level of consumption. 

4. Fewer housewives are now buying their tea regu- 
larly, and there is evidence of more casual buying of 
smaller amounts of tea at one time. 

5. The cheapest teas (under 1s. 10d. per 4 pound 
at the time of the survey) are least widely purchased in 
the Midlands and the dearest (2s. per 14 pound and over) 


least widely in London and the South-East. It is, how- 
ever, both the cheapest and the dearest which find greater 
acceptance in the North-East and Scotland than elsewhere. 

6. Because of the fallibility of memory, housewives are 
asked about their changes of brand or grade only in 
respect to the last few months. Within this period, the 
proportion of housewives stating a change is only slightly 
greater than during the corresponding period last year, 
but among those changing brand or grade there is a 
greater emphasis on price than was the case a year ago. 

7. There is slight evidence that housewives are using 
slightly less tea when making for two and for four 
persons. 

8. The average number of cups of tea which the house- 
wife had at home on the day prior to interview is 6.7— 
a slight drop on last year’s figure of 6.8. 


Tea occasions unchanged 


9. The occasions on which the housewife has tea are 
largely unchanged. While figures over the past four 
years show a rising trend for nearly all occasions, it should 
be noted that the decline in tea drinking at high tea- 
evening meal continues. 

10. The average number of occasions on which the 
housewife had tea at home is unchanged at four. 

11. The decline in housewives’ drinking of tea outside 
the home noted in previous reports continues. 

12. There is evidence that the housewives’ drinking 
of coffee in the home is increasing, particularly at the 
upper end of the social scale. The proportion of house- 
wives drinking coffee outside the home “yesterday” re- 
mains unchanged. 
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Tea people find they have to fight harder for new sales 
gains. 

Up and down the line, companies are sharpening every 
selling and merchandising weapon. Probably the pivotal 
factor is the salesman himself. 

Here, developed for the Small Business Administration, 
Washington, D. C., are some down-to-earth pointers for 
policies that will help the salesman to turn in maximum 
results. Last of three articles. 


One thing is certain in the establishment of sales terri- 
tories: they are subject to change. They are intended to 
represent the best allocation of geographical markets at a 
particular time. 

Retaining territories which have become badly outdated 
counteracts to a great degree the advantages of using a 
territorial organization. But there is no set timetable for 
the reorganization. Ideally, the job should be done, section 
by section as it is needed. If a necessary revision is neglected, 
the morale of the sales organization will drop, and per- 
formance in terms of potential will fall. 

A territorial pattern which is entirely satisfactory at one 
time often becomes obsolete as market conditions change. 
Several varying influences can throw the territorial arrange- 
ments out of balance. For example, the company may add 
new product lines which take more time to sell and require 
more intensive cultivation of customers. Hence, a given 
territory, formerly quite satisfactory, becomes too large for 
one man to handle. 

Similarly, an influx of population or the appearance of 
new customers may increase the salesman’s work load to the 
point where the territory can no longer be covered properly. 
Competitive pressure may require an increase in the call 
frequency or in the service given to customers. 

Changes in company policy which put greater emphasis 
on sales promotional support by dealers, for example, will 
cut the number of calls a salesman can make. 

A change in the channel of distribution or the addition 
of new channels will markedly affect the salesman’s work 
pattern. As the salesman attempts to meet these new de- 
mands it becomes increasingly difficult to handle his territory. 

These changes, taken individually or together, gradually 
bring about a condition where territorial boundaries need 
to be revised. When the time arrives, the revision can be 
made using the same steps outlined for setting up original 
territories. Large territories can be split if there is suf- 
ficient potential for a second man. Other boundaries can 
be relocated in a fast-growing market to provide for a new 
territory. 


Should salesmen be routed? 


After territories have been established, the question often 
arises: should the company also set definite routes for the 
salesmen or should they be free to route themselves? 
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revising sales territories 


By EDWIN H. LEWIS, School of Business Administration 
University of Minnesota 









This is a question to which there is usually no clean-cut 
answer. For that reason, it is one which the small company 
must consider very carefully. Routing patterns should not be 
established without consulting the salesmen. The patterns 
must be worked out in cooperation with the salesmen, and 
the salesman must be satisfied that the schedule is workable. 
Many subjective influences always enter into a routing pat- 
tern, and these can be evaluated only in the light of. field 
experience. 

A number of factors enter into this decision. Among the 
most important of these are the selling job to be done, the 
call frequency, the ability to follow a regular route and the 
caliber of the salesman. 

If calls are made at irregular intervals—and if the sales- 
man is primarily a troubleshooter—a fixed routing schedule 
probably would have little value. 

Clearly, there is no advantage in establishing specific 
routes if they cannot be followed. Furthermore, when the 
salesman is intelligent, well-trained and is able to assume 
full responsibility for his territory, he may be the best judge 
of the particular way in which his territory should be covered. 

A routing schedule, therefore, is most useful when calls 
are regular and frequent and when relatively little time needs 
to be spent with each customer. Companies which sell to 
retailers can frequently make good use of a routing pattern. 
Firms selling to wholesalers are likely to find it less valuable. 

The first step in routing involves making a list of cus- 
tomers, together with the frequency of calls on them. An 
average length of call is determined for each customer. 
Routes are then worked out in such a way that the area can 
be efficiently covered. A road and/or city map are the 
principal tools needed for this analysis. Overnight and meal 
stops are also items which need to be considered realistically. 

After the routes have been set down on paper, they should 
be tested and revised until both the company and salesmen 





Grocery deals, atomic energy 


on 1955 Tea convention agenda 


Topics vital to the outlook for tea growing, pro- 
cessing and marketing will be discussed at the 1955 
convention of the Tea Association of the U.S.A. 

The convention is being held September 18th-21st 
at The Greenbrier, White Sulphur Springs, W. Va. 

The broad range of subjects includes the pros and 
cons of deals, give-aways and premiums in the grocery 
field, to be discussed by C. B. Larrabee, chairman of 
the board of the Printers’ Ink Publishing Co. 

Dr. Ralph E. Lapp, one of the country’s foremost 
authorities on atomic energy, will present the latest 
developments in peacetime development of atomic 
power. 

Social events will include a “roaring twenties’ party 
and a “plantation ball.” 
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feel that they are the best that can be developed. Once 
routes have been established, however, they must be fol- 
lowed, except under very unusual conditions in the field. 
This requires that reports be filed by the salesman and 
checked by the sales supervisor. Constant, careful super- 
vision is necessary to insure that the established routes and 
call frequencies are maintained effectively. 

Many small companies see no advantage in a fixed routing 
pattern, and instead ask their salesmen to plan a route for 
each trip in advance. This procedure requires the salesman 
to work out a plan, make the necessary arrangements for it, 
and adhere to it. The company knows what the man is 
scheduled to do, and expects him to follow his plan. 

A small firm can easily design a route sheet for this pur- 
pose which provides for the name of the town, the customers 
to be called on, and the objectives of each visit. It then 
becomes the responsibility of the supervisor to determine 
whether or not the territory is being covered adequately, 
and to suggest changes in the routing schedule whenever it 
appears desirable. 


Japanese not drinking more coffee than tea 


An Associated Press dispatch from Tokyo said that the 
Japanese are drinking more coffee than their traditional 
green tea. 

Well, it's true enough—but only in the nation’s boom- 
ing coffee shops, a subsequent report states. 

Counting farm, home and coffee shop, here are the 
annual Japan totals: 

Black tea: 2,400,000 pounds. 

Coffee: 5,000,000 pounds. 

Green tea: 120,000,000 pounds. 


Canadian Tea and Coffee 
Association to hold 1955 
meet at Seigniory Club 


The 1955 annual convention of the Tea and Coffee As- 
sociation will be held at the world-famous Seigniory Club, 
Montebello, Quebec, from Monday, October 3rd, to Wednes- 
day, October Sth. 

The serious business of the convention will consist of a 
series of talks by leading members of the tea and coffee in- 
dustries of Canada, the United States and England. 

A great variety of topics, of vital interest to everyone, will 
be covered. 

Mrs. H. E. Vautelet, president of the Canadian Associa- 
tion of Consumers, will be the guest speaker after lunch on 
Monday, October 3rd. 

Dr. Marcus Long, Professor of Philosophy, University of 
Toronto, will be the speaker at the annual dinner on Tues- 
day evening, October 4th. 

The social side of the gathering will include cocktail 
parties in the evening on‘both Monday and Tuesday. A fine 
line-up of professional entertainers will amuse the delegates 
on Monday night, and there will be late night dancing on 
Tuesday. 

For golf enthusiasts, there will be a tournament on Tues- 
day afternoon. 

For the ladies, special entertainment during the members’ 
sessions is being arranged. 

The convention will adjourn around noon on Wednesday. 

Further information is available from the secretary, Tea 
and Coffee Association of Canada, Room 512, 140 Welling- 
ton Street, Ottawa, Ontario. 
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Tea Movement into the United States 
(Figures in 1,000 pounds) 


Mar. 
1955 
5,055 
7,203 
227 


Oct. Nov. 
1954 1954 
1,653 1,640 
2,283 2,410 
501 

667 

272 

137 


Feb. 
1955 


April May 
1955 1955 
3,348 2,958 
3,162 


Dec. Year Jan. 
1954 1954 1955 
1,963 39,856 2,363 
3,385 40,871 3,188 
372 4,799 801 
629 10,004 1,206* 
132 5,710 134 


Sept. 
Black 


Ceylon 
India 
Formosa 
Java 
Africa 


2,201 
5,067 
362 


319 
386 


Sumatra 
Indonesia 


Fagg 
isc. 
Green 


Japan 

Misc. 

Oolong 

Formosa 

Canton 

Scntd Cntn 

Misc. 

Mixed 4 


TOTALS 16,266 14,285 11,584 


18 





*Combined with Sumatra 








7,630 6,490 6,522 


Figures cover teas examined and passed, do not include retections. 


4,691 


923 5,461 489 


3,399 
249 


231 
16 


8,051 115,715 8,439 9,591 14,977 


Based on reports from U. S. Tea Examiner. 














New tea estate underway 
in Southern Rhodesia 


A new tea estate, representing a British investment, 
is being developed in the Pungwe Valley at Inyanga in 
the central eastern section of Southern Rhodesia. 

A thousand acres are to be used, 40 acres of which 
have been planted; 250 acres are to be planted within one 
year, and the total 1,000 acres in five years. 

The new estate is expected to produce 1,000,000 pounds 
of tea annually. 

Tea production in the Federation has been chiefly in 
nearby Nyasaland, where 15,600,000 pounds were pro- 
duced in 1953, with Southern Rhodesia producing only 
1,000,000 pounds. 


Tea output up in Kenya; 


1954 crop was record 


Tea production in 1954 in Kenya set a new record with 
a crop of 17,489,000 pounds, considerably above the average 
of the last five years, according to Foreign Crops and Mar- 
kets. 

Climatic conditions and the distribution of rainfall were 
favorable for tea growing. 

The losses of young tea which occurred during the drought 
of 1953 have been replaced and additional acreage has been 
planted in most areas. 

The quantity of tea set aside for export from the 1954 
crop amounted to 10,995,000 pounds, approximately 63 per 
cent of the crop. Licensed exports during 1954, which 
include carryover of tea produced in 1953, amounted to 
11,070,000 pounds. 

The United Kingdom received 53 per cent, Canada 12 
per cent, United States and Africa 10 per cent respectively ; 
and the remaining 15 per cent went to various small 
countries. 

Domestic consumption of tea in Kenya approximated 37.5 
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per cent of the total production, 6,495,000 pounds. 
The high price of tea on the world market led to a de- 
mand for an increase in the local market in Kenya. 


Hungary makes own tea this year 


The first Hungarian tea will be made this year from leaf 
grown in Hungary, says an article in the journal Life and 
Science, it is reported by World Crops. 

Tea seeds of a frost-resistant hybrid type were received 
from Georgia, in the Soviet Union, in 1953, and experi- 
mental growing was begun by the Keszthely Agricultural 
Institute in the Nova district of Zala County. 

There are now about 1,200 plants which have stood up 
to snow and frost. Although the first experimental quan- 
tities of Hungarian tea will be made this year, at least 
another five years’ observation is required before research- 
ers can be satisfied that the plant is fully adapted to 
the Hungarian climate. 


Tea Council names Lea Kates 


director of consumer services 


Lea Kates, widely known in the tea industry for her 
public relations efforts on behalf of tea, is now director 
of consumer services for the Tea Council of the U.S.A. 

The announcement was made by Anthony Hyde, ex- 
ecutive direction of the Council. 

Before joining the Tea Council, Miss Kates served 
as director of the test kitchen for Robert Knox Adver- 
tising, and as account executive on various food industry 
accounts for the Theodore R. Sills Co. and the J. Walter 
Thompson Co. 


Complete new Lipton plant in Virginia 

Announcement of the Thomas J. Lipton, Inc., decision 
to locate the plant at Suffolk came a little more than a 
year ago. Construction of the main plant, in which some 
250 persons are employed was completed in June. 
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beverage and dietary aspects of tea 


(Continued from page 43) 





Dietary aspects 


Vitamin Content. Occasionally forgotten is the fact that 
caffeine is not the only physiologically effective substance 
found in tea. Also present are volatile oils, certain trace 
elements and B vitamins, proteins, chlorophyll, various 
carbohydrates, and finally water solubles of tannin some- 
times erroneously called tannic acid.*.* “Research and 
clinical investigations have disclosed that tea . . . contains 
appreciable amounts of riboflavin (Vitamin B*) and panto- 
thenic acid, a substance regularly associated with riboflavin. 
An ordinary cup of black tea contains about 25 micrograms 
of riboflavin and 75 micrograms of pantothenic acid. These 
quantities are exclusive of amounts derived when milk 
and/or sugar is added. Riboflavin cannot be stored in the 
body and therefore should be included in the daily diet. 


Harrison® summarizes the vitamin picture of tea. “Water 
soluble C and B group are found in tea. Fresh green tea leaf 
is very rich in vitamin C, almost comparable with fresh lemon 
juice... Five cups of tea contain nearly a milligram of 
nicotinic acid and about Y, milligram of pantothenic acid 
.. +» Five cups of tea will provide about 5 per cent of the 
daily requirement of these very important vitamins of the 
B group. (Italics ours —Ed.) 

Since most high-calory beverages contain the “nutrionally 
inferior calories’ (those high in energy but low in vitamins, 


minerals and amino acids), they are obviously contraindi- 
cated in weight-control diets.* Tea, however, can be con- 
sidered a nutritional but NOT a high-calory beverage, and 
is therefore excellent for the obese patient. This is especially 
true in summer when the liquid intake naturally increases. 
From 2Y to 4 quarts of water can be lost through normal 
perspiration on a hot day; in fact, this loss has been known 
to reach 10 quarts under extreme conditions. Thus it is of 
the utmost importance for the overweight patient to know 
what beverages (other than water itself) will replace his 
fluid loss without adding to his adipose tissue. Tea is one 
of the happier answers to this problem. (Italics ours —Ed.) 


The child’s diet 


The Child’s Diet. Beverages containing caffeine are usual- 
ly conspicuously absent in the diets prescribed for children. 
Many physicians do this automatically (oftentimes unthink- 
ingly), and mothers follow suit. However, in the light of 
recent clinical discoveries ** this policy deserves reexamin- 
ation. As a case in point, Whitacre* studied the energy 
metabolism of a group of children aged 10 to 13 over a 
period of three hours following ingestion of medium-strength 
tea (caffeine content 0.03 mg.). He found the resulting 
metabolic stimulation to be practically the same as that 
following the drinking of lemonade! Needless to say, 
Whitacre’s lemonade was made with the same amounts of 
sugar and lemon juice as was contained in the tea. 

Tea vs. Its Constituents. Study of the pertinent literature 
continues to turn up the somewhat curious and atypical fact 
that the caffeine-tannin interaction in good tea does not pro- 
duce the ill-reputed results common to each alone. No- 

(Continued on page 52) 
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Iced tea sales zoom 
as nation sizzles; 
reorders are heavy 


The hottest July on record was good news to the tea 
industry. 

The zooming temperatures swelled demand for iced tea 
in homes and restaurants throughout the nation, according 
to reports by tea packers. 

Reorders for iced tea bags by restaurants—one and two 
ounce sizes—were said to be heavy. 

National Iced Tea Time July 8th-22nd—moves in on its 
sixth year during the peak of the heat wave, with tem- 
peratures soaring to the mid-nineties in most of the 
nation. 

Acording to the Tea Council, iced tea is the leading 
family summer mealtime beverage. Iced tea sales in 
restaurants alone have increased 269% during the past 
six years, 

Latest estimates reveal that the average American 
drinks 67 glasses of iced tea—a total of close to 11 billion 
glasses, with which they consume 720 million lemons 
and 90,000 tons of sugar. 


“Tea Bagger” brewing device 


promoted by Ekco in magazines 


The Ekco Products Co., Chicago, has introduced nationaily 
a new product, a Teakoe ‘Tea Bagger,” which the company 
says will eliminate the problem of soggy tea bags. 

Ekco will promote the new device with page ads in 
Retailing Daily in July and November, and page ads in 
Housewares Review, Hardware Retailer and Hardware & 
Housewares, 

The company also is planning a campaign in national 
magazine starting this fall but the schedule has not yet been 
completed. 

The “Tea Bagger” is a pyrex bowl, held securely in place 
by a stainless steel frame which forms a base, cover and 
handle. The transparent bowl permits the tea drinker 
to check the tea’s strength by its color. When the tea is 
at desired strength, the consumer pulls the bag up and 
loops the string around the cleat in the steel handle. The 
bag remains in the bowl, out of the water, after the first 
cup is poured. 

The item retails for $2.98. 

Dancer-Fitzgerald-Sample is the agency. 


New York City Health Department 
boosts iced tea as low in calories 


With only four calories in six fluid ounces, unsweetened 
iced tea is the best summer beverage for the weight con- 
scious. 

This tip was offered to sweltering New Yorkers dur- 
ing the heat wave by the city’s Health Department. 

The department listed eight drinks. Grape juice, with 
111 calories, rated last. 


Kenya tea ceilings lifted 


Negotiations of the Kenya Tea Board and the government 
resulted in the removal of price control and the establish- 
ment of a revised formula for determining local prices. 
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A display in a food 
J.B. 


store of M. 's 
Tree Tea. At the 
top are the glass 
tumblers with the 
tree designs. The 


display material at 
the bottom explains 
how housewives can 
get the premium. 





Tree Tea promotion uses 


tumblers as premium offer 

An unusual tea promotion was outlined by Lawrence 
Nichols, merchandise manager of the M. J. B. Co. to Mark 
M. Hall, San Francisco correspondent of COFFEE & TEA 
INDUSTRIES. 

The promotion includes a clever tie-in of their trade 
name, Tree Tea which sells in the West exclusively, with 
one of the things for which the West is noted, big trees. 

The initials M.j.B. dominate the coffee advertising of 
the company. With their Tree Tea, something equally 
dominating was needed and the Sequoia Gigantea might 
have suggested it. The Libby Glass Division of the 
Owens-Illinois Glass Co. developed 14-ounce frosted glass 
tumblers with safety edges and designs, in color, of eight 
indigenous trees of the West. 

These beautiful trees include the Sequoia G/gantea, 
Coast Redwood, Douglas Fir, Monterey Cypress, Valley 
Oak, Ponderosa Pine, Washington Palm and the Sagicaro 
Tree. The species selected represent the dominant trees 
in various sections of the West. 

Thus the popular summer drink, iced tea, was given 
fitting glasses with designs suugestive of brand and season. 

The set of tumblers is being offered to the public for 
$1.75 and a box top from a Tree Tea package. 

The guaranteed retail price of the set is $3.95. Mr. 
Nichols says that the idea is going over very well, and 
that sales of tea have been greatly stimulated. 


McCormick offers iced tea pitchers 

McCormick & Co., Inc., Baltimore, will offer a genuine 
Hall China iced tea pitcher, especially designed for a new 
merchandising plan, in a nationwide tea promotion late in 
August. 

The premium is being announced in a full-page, four-color 
advertisement in Life, as well as in other national maga- 
zines and grocery trade publications. 

Purchasers of McCormick tea will have a choice of the 
pitcher in three colors—yellow, green or blue—for 89¢. 
Although the premium has a retail value of $2.00, the 89¢ 
price will provide a substantial profit margin for grocers. 

The modern, flat-sided design of the pitcher, which is an 
exclusive McCormick premium, has found favor with house- 
wives as a space-saver for refrigerator storage. 
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beverage and dietary aspects of tea 
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where is this more effectively illustrated than in the experi- 
ments of Halpenny and MacDermot.* A model of scientific 
inquiry, their multi-faceted study investigated the separate 
effects of tea, coffee, caffeine, and tannin in terms of (a) 
clinical effects, (b) results of gastric analyses (c) effects on 
peptic activity in vitro, (d) metalobic rate changes, (e) gas- 
troscopic observations, and (f) barium meal examinations. 
The following are their conclusions: 

“Good tea, brewed for five minutes, produces mild and 
pleasant stimulation, in no sense corresponding with the 
violent, unpleasant action of its main components, caffeine 
and tannin, when these are given separately or in com- 
bination. 

“Strong tea, brewed ten minutes, may produce some mild 
discomfort, but the addition of milk nullifies this. 

“Cheap tea, weak, may suit some palates, has no objective 
effects, but in strong infusion is apt to be unpleasant. 

“The effects of tea on gastric acidity and peptic activity 
are slight and variable. Tea does not increase acidity. 

“Tea does not seem to alter the basal metabolic rate.” 

Tea as a Balanced Beverag2. Evidently the continued 
strong insistence on the part of tea manufacturers that tea 
be properly brewed has clinical as well as aesthetic and gus- 
tatory merit. A cup of tea, like a work of art, must be 
properly balanced to achieve its true virtue. Indeed, some 
would maintain that a good cup of tea s a work of art. 

In view of the Halpenny-McDermot study, and of 
others? *” which only serve to reinforce its conclusions, an 


exhaustive examination of the effects of caffeine and/or 
tannins as discreet substances would seem to have no rele- 
vance in this review. Here, we are interested in the separate 
constituents of tea only if they are responsible for separate 
results. Our main concern (to borrow a term from the 
psychologists) is the gestalt of tea, tea as a whole beverage, 
unanalyzed and undifferentiated, an entity which when co- 
herent is something more than the mere sum of its parts. 
In other words, tea as tea. 

Aged Patients. Fortunately, there is no evidence to in- 
dicate that the usual beneficial action of riboflavin is lost in 
this gestalt, Although all its functions have not been iso- 
lated, riboflavin is known to take part in the intermediary 
metabolism of carbohydrates. The field of geriatrics should 
have a special interest in this substance since its lack brings 
forth certain symptoms characteristic of old age. As Mitchell 
and Bernard® put it, “this vitamin is essential to well being 
and vigor. A lack of riboflavin is evidenced by poor growth 
in the young and by digestive depression and lowered vitality 
at any age. Susceptibility to infection and premature aging 
also result from a shortage of riboflavin in the diet.”’ (Italics 
ours. —Ed.) 

At cursory glance, the amount of riboflavin in tea appears 
trivial, but this view is not necessarily valid. Mitchell and 
Bernard point out that “recent work has revised the recom- 
mended daily allowance” of riboflavin, The original amounts 
of 0.8 mg. per 1000 calories (or 2.5 mg. per day) for an 
active woman and 3 mg. for an active man have been re- 
duced by the Food and Nutrition Board to 1.5 mg. for 
women and 1.8 mg. for men, irrespective of activity. Ribo- 
flavin is thought to provide the maximum extension of that 
period lying between full adult capacity and the encroach- 
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ment of old age, the period we call the “prime of life.” 


The lll Patient. A body of recent literature seems to sug- 
gest that some of our hesitancy to include tea in the diets 
of ill patients may be unfounded. Lawton’? dispels the 
notion that tea should fall on the “not-recommended”’ list 
for patients with angina pectoris, myocardial infarction, 
bronchial asthma, gout, edema, hypertension, and most gas- 
trointestinal disorders. His reasoning proceeds thusly: 
“Caffeine, theophylline, and other xanthines not only relax 
the coronary vessels, which supply the blood to the heart, 
but also appear to stimulate the collateral coronary circu- 
lation. These agents, therefore, are useful to the physician 
as adjuncts in the treatment of both angina pectoris and myo- 
cardial infarction. The same action of these drugs to relax 


As for gout, it is argued that recent discoveries have 
shown that, in the body, xanthines do not break down to 
uric acid and thus by their overabundance, produce gout. 
On the contrary, they metabolize so that they are excreted 
as urea—therefore, making it highly doubtful that they could 
have any effect on gout. 

In the case of hypertensives, Lawton points up an interest- 
ing paradox. Some physicians, he says, deny tea to these 
patients because of its stimulating effects. Yet, while deny- 


ing tea, these same physicians will make use of “the bene- 
ficial pharmacological action of one or more of the purified 
xanthine drugs to dilate the vessels to the heart and kidneys 
and to relieve the concomitant headaches. It seems ridicu- 
lous to deny the pleasant beverage and at the same time use 
the drug products in treatment . . .” 

As previously mentioned, it has been firmly concluded’ 
that tea need not be contraindicated in the treatment of most 
gastrointestinal conditions. The antagonistic action of tea 
tannins and caffeine very aptly illustrates the idea of tea 
as a gestalt, in the properly brewed cup of tea, the usual 
disturbing effects of caffeine alone or tannins alone are simply 
not present. Fortunately, this has affirmative implications 
in the use of tea in restoring natural fluid balance in cases 
of vomiting and diarrhea. 

More and more it is being realized that tea can provide 
a gentle, yet fairly sustained boost to the convalescent patient 
and to the mentally depressed patient. A certain alertness 
without loss of tranquility can be attained from a cup of 
fresh tea, a portion of the daily vitamin requirement ejfort- 
lessly tucked away, and the olfactory and gustatory senses 
pleasantly stimulated. As the reports from investigators 
continue, the list of those disorders during and after which 
tea appears inadvisable becomes shorter and shorter. (Utalics 
ours—Ed.) Medicinally, tea is once more coming into its 
own. 


Variances in tea 


Tea, unlike commercial bottled beverages, is not a 
standard product, and naturally makes no claims to be so. 
From cup to cup it varies, but the only significant varia- 
tions are traceable to three primary factors, namely, the 
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source of tea, the way in which it is brewed, and the 
type of tea. The most noticeable effect of these three 
is to produce differences in taste, appearence and aroma, 
and selection can be made only on the basis of individual 
preference. The constituents of a tea may, in their 
proportions, vary slightly according to the source of 
the tea; for example, Hughes and Parkinson’ report 
that a sample of tea grown in Nyasaland contained 71 
ug. per g. of nicotinic acid and a sample from Ceylon 
contained 67 ug. per g. Tea is customarily brewed by 
“steeping four or five grams (a heaping teaspoonful) of 
the leaves in a cup of boiling water for two to four 
minutes. The resultant brew contains about 0.1 to 0.15 
grams (2/4, to 2 gains) of caffeine.”'*. This steeping time 
can make a considerable difference in the tannin con- 
tent. McDowell’? reminds us that “the longer tea is 
infused , the greater the amount of tannin extracted. A 
brief infusion extracts practically all of the available 
caffeine. A second infusion will contain no caffeine, but 
will have a tannin content.” Needless to say, the re- 
marks in this review of tea as a beverage refer to any 
fresh tea which has undergone only one infusion for not 
more than five minutes. 

The difference is constituent proportion between types 
of tea appears to be significant only in fluorine content. 
And this varies not only with plant variety but also 
with the age of the plant: the older the plant, the 
higher the amount of fluorine. Fermentation, also, has 
its effects: the highest fluorine content is in black tea, 
there is less in semi-fermented Oolong, the least in un- 
fermented green tea. 

This age is one in which the cultural stimuli appear 
to be increasing in complexity faster than we can emo- 
tionally absorb them. A_ “free-floating’’ anxiety re- 
sults, and tension and fatigue follow. None of the 
reports on tea deny its effectiveness in the relief of 


fatigue. And some'* confirm the fact that, as Dr. 


Lawton says, ‘tea is a versatile beverage, and depending 
on the results desired, may be prepared so as to be 
mild . and allowing sleep, or it may be prepared 
robust .. . and a true stimulant.” He might also have 
added that it is an all-weather drink, providing an ef- 
fective and enjoyable experience whether served hor or 
cold. 

Aside from water, tea is the world’s most popular 
beverage. One can see why this is true by assessing 
some of the evidence available in the literature, as we 
have done here—or, and this is perhaps the better way, 
one can sit back, relax, and enjoy a cup of tea. 
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what to know about polyethylene 


Packaging 








Mr. Childs is polyethylene product manager of the Olin- 
Mathieson Chemical Corp., New York City. These are 
excerpts from his remarks at a session on “Know Your 
Packaging Materials” at the National Packaging Conference 
of the American Management Association. 


Polyethylene is well on its way to being the chemical 
industry's first billion-pound-per-year plastic. It is one of 
the newer thermoplastic materials, and because of its unique 
physical characteristics a great many end uses have been 
found. 

Polyethylene is a polymerized ethylene. It belongs to the 
same family chemically as do natural gases, gasoline, kero- 
sene, lubricating oil and paraffin. You will note a con- 
siderable physical resemblance between paraffin and polye- 
thylene. 

Polyethylene gives good product protection because it is 
tough, flexible, moisture proof, tasteless, odorless, non-toxic 
and a chemically inert material. High elongation or stretch- 
ability before break, although it is not one of the higher 
tensile strength films, gives it toughness. High stretch- 
ability also militates against tear propagation and resists 
tearing. 

The film is completely inert to the action of most foods 
and chemicals. It is practically insoluble in all known 
solvents at or near room temperature. Scuff resistance, grease 
and odor proofness are not among polyethylene’s good 
characteristics. Because polyethylene is a petroleum product 
exhibiting the characteristics of petroleum products it has 
an affinity for greases and oils that come in contact with 
its surface. 

Polyethylene is an extremely stable film as compared to 
many other types and will retain all its physical properties 
indefinitely at room temperature in the dark. However, 
where the film is exposed to direct sunlight or in continuous 
presence of ultra-violet light, some degradation does occur. 
For uses where long outdoor exposure of polyethylene is 
anticipated, a pigmented film is usually desirable. 

Polyethylene has a relatively high permeability to oxygen 
and carbon dioxide gases, but low permeability to water 
vapor. This combination of permeability characteristics 
allows fresh produce packaged in polyethylene to continue 
to breathe and remain fresh longer without losing weight 
by loss of water. Its characteristic as a good moisture 
barrier is maintained even though the film is submitted 
to high temperatures, printing and handling. Permeability 
to odor is also very high. 

Pure polyethylene film, that is, without any additives, 
is considered to be an inert material. Therefore it is 
generally considered to be non-toxic. 
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Otis McAllister finds polyethylene 
liners in bags of coffee helpful 


Otis McAllister, leading distributors of green coffee 
have been experimenting with shipments of coffee from 
Colombia, in bags with polyethylene liners. 

In these test shipments the liners have shown two main 
advantagess 

1. Spillage is reduced. The outer burlap bags may 
loosen at the seams, for example, without causing a loss 
of beans. 

2. Stain damage, such as from waier or oil, is blocked 
by the polyethylene liner; actual bean damage is con- 
siderably reduced or prevented. 

The liners are closed at the same time the outer burlap 
bags are closed; both are sewn together. 

The liners are still an experiment. Still to be checked, 
for example, are results with long runs, such as from 
Africa, with coffees packed wetter than in Colombia. 

Heat-sealing of the liners may also be explored. 








The shipping qualities of polyethylene are good except 
for poor scuff resistance. For this reason polyethylene is 
not a desirable film as an outer wrap shipping material. 


To the best of my knowledge, it is the lightest of any of 
the commercially available films. It has a specific gravity 
of .92. Today, on a yield cost basis or cost per thousand 
square inches, polyethylene is one of the least expensive 
transparent packaging films. 

In general, I would say that the machineability charac- 
teristics of polyethylene film are only fair, and I believe 
there is a great deal of room for improvement. Recently, 
additives producing better surface slips have improved 
polyethylene’s machineability characteristics. 

Because of polyethylene’s inert characteristic in its pure 
extruded form, it will not allow inks to adhere to its 
surface to a satisfactory degree. For this reason, it is 
modified in order that inks can adhere to it. There are 
several known ways of treating the film so as to receive 
inks and these treatments are generally done at no ad- 
ditional charge by film manufacturers. 


Polyethylene can be successfully laminated to cellophane 
and other similar films by the use of pressure or heat 
sensitive adhesives. Polyethylene can also be hot-melt- 
extruded upon films, such as cellophane, with satisfactory 
results. The combining of cellophane and polyethylene, 
for example, tends to bring out the good characteristics 
of both films for many specific end uses. 
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% official views on extended coffee: state-by-state summary 





(Continued from page 12) 
“Why would you want to alter the flavor in the begin- 


ninng, unless it was to add something which might have 
the flavor of coffee and to dilute the coffee? I certainly 
do not want to subscribe to a matter of this nature until 
it is*more thoroughly explained, more so than in your 
letter.” 

Source: C. P. Osgood, Chief, Divison of Inspection, 
Department of Agriculture. 


Maryland 
Opinion: “I am of the opinion that this would consti- 
tute adulteration of food and is prohibited by Section 188 
of Article 43 of the Annotated Code of Maryland (1951 
Edition) and as such is penalized.” 
Source: J. Davis Donovan, Bureau of Environmental 
Hygiene, Department of Health. 


Massachusetts 


Opinion: “Please be advised that the addition of any 
ingredient other than the customary addition of water, 
cream, milk or sugar, would constitute an adulteration un- 
der Massachusetts law, if such a material were found 
present in the retail sale of a cup of coffee.” 

Source: George A. Michael, Assistannt Director, Di- 
vision of Food & Drugs, Department of Public Health. 


Michigan 

Opinion: “Michigan food laws and regulations prohibit 
the addition of any ingredient whatever to coffee in the 
berry or ground form without labeling the container coffee 
compound, together with the name and address of the 
manufacturer or compounder thereof, and has no other 
label of whatever name or designation on the container. 
Provided, however, that instead of labeling such a product 
‘coffee compound,’ each package may be distinctly labeled 
or marked in type of the same size and kind showing the 
ingredients contained therein. 

“The State laws and regulations prohibit any coffee 
from being sold in Michigan for consumption on the 
premises in the form of a drink or beverage that is not 
pure and unadulterated coffee except that chicory or other 
harmless substitutes may be added to such a drink if the 
dispenser thereof posts in a conspicuous place in the 
establishment contiguous to the coffee dispenser a notice 
stating that chicory or other substitutes (naming them) 
is added to the coffee sold or served in such establishment. 
Such notice must be at least one foot square with letters 
not less than one inch in height and placed in plain 
view of the patrons of the place where posted. 

“So, in answer to your question, it is not permissible to 
add anyhing to coffee either in the form of the berry, 
ground, or beverage, without disclosing that fact to the 
buyer through signs and labeling.” 

Source: Miles A. Nelson, Chief, Bureau of Foods & 
Standards, Michigan Department of Agriculture. 


Minnesota 


Opinion: “It is not permissible to add anything to coffee 
which alters its composition, unless due notice is given of 
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that fact. Coffee unqualified implies to the public that the 
product is served to them in its ordinary form without any 
additives. If anything is added, consumers are entitled to 
know that fact. 

“Therefore, if any additives are used in coffee served 
in Minnesota, we require that notice of such additives 
shall be given on any printed menus used and in a con- 
spicuous place on the wall or walls so that anyone ordering 
coffee may be fully informed as to any additive used in it.” 

Source: C. H. Holcombe, Director, Agricultural Pro- 
ducts, Inspection, Department of Agriculture, Dairy and 
Food. 


Mississippi 

Opinion: “Owing to the fact that our Food Statute is 
a very old one and points like yours are not covered, we 
have the authority to ask that you comply with the Federal 
Food, Drug and Cosmetic Act in this instance . If so, in 
contradistinction to the Federal Statute, our own law does 
not permit the use of saccharin in beverages.” 

Source: N. P. Estheredge, State Chemist, Mississippi 
State Chemical Laboratory. 


Missouri 


Opinion: “It is our opinion that if coffee or any other 
food product is adulterated by the addition of other sub- 
stances which may change the color, appearance, taste or 
flavor of the coffee or other food product, that the original 
product would be adulterated under our Food and Drug 
Laws and Regulations.” 

Source: John H. McCutchen, Director, Bureau of 
Food & Drugs, The Division of Health of Missouri. 


Montana 


Opinion: “Any material added to coffee that is not 
normally present would be considered as an adulterant 
according to the Food & Drug Laws of the State of Mon- 
tana. Our Food & Drug Administration.” 
of the Federal Food & Drug Administration.” 

Source: Claiborne W. Brinck, Director, Division of 
Environmental Sanitation, State Board of Health. 


Nebraska 


Opinion: “Although we have not had the question 
contained in‘ your letter regarding adulterated coffee come 
up, it seems that we would regard it as an adulterated 
product. 

“We agree with you that probably to be legal, the 
beverage described by you would have to be sold under 
suitable previous information to the buyer.” 

Source: G.B . Flagg, Chief of Bureau of Dairies, Foods 
and Weights and Measures, Department of Agriculture and 
Inspection. 


Next month: The state-by-state summary of official opin- 
ion on extended coffee continues, from Nevada through 
Wyoming. These opinions can be useful in meeting the 
problems of extenders, which were given tremendous impe- 
tus by the price crisis of 1953-54 and are still with us. 
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vanilla bean culture and growth 








This summary of vanilla bean culture and growth at the 
crossroads is from the talk by Mr. Maxwell at the recent 
convention of the Flavoring Extract Manufacturers’ Associ- 
ation. 


There seems to be no doubt today that vanilla bean culture 
and growth is at the crossroads. The high prices of a few 
months ago and those now current should have been an 
encouragement to thousands of growers and curers the 
world over. However, among these people it is not readily 
forgotten how easily and 
with what alacrity this mar- 
ket can reduce its vanilla 
usage, and that even when 
prices were much less than 
half what they are today, this 
same market was unable to 
absorb more than an average 
of 1,700,000 pounds per year. 
With the possible exception 
of the Comore Islands, there 
is very little effort being 
made throughout the world 
to increase production in spite 
of present and prospective price levels. 

This may seem strange to us here, because we are so 
engrossed in the problems of our own market that we are in- 
clined to overlook the distressing situations facing those who 
are involved in culture and growth. Most of these people 
feel that they are the “forgotten men’’ of the industry. It 
is only a very few years ago that manufacturers were saying 
that they would welcome considerably higher vanilla bean 
prices since their percentage markup based on better prices 
would enable them to realize a more satisfactory profit. This 
was encouraging news at the time to all those responsible 
for the culture and growth of your raw material. However, 
when higher prices were eventually realized, the vanilla 
producer learned to his dismay that they did not work out 
as he was led to expect. 

Instead, he has witnessed during 1954 and so far in 
1955, one of the most rapid and drastic curtailments of 
U. S. imports that this market has ever experienced. Had 
such an overwhelming loss of demand taken place when 
stockpiles and crop prospects at source were normal, nothing 
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could have prevented a wide-open demoralizing break in 
prices. However, no one appreciates better than the growers 
the lack of support that exists for their product at what they 
term the “top of the ladder,” which to them means the 
extract market here in the United States. 

When the Madagascar grower gets no encouragement 
from the local Chinese or Hindu traders, it is because these 
traders are getting no demand or encouragement from the 
exporters, who in turn are receiving no support from the 
importers here because they are given little hope by most 
manufacturers who find that competition in our own extract 
market greatly restricts the consumption of vanilla beans and 
in many cases precludes their usage altogether. 

One of the questions often asked by responsible people at 
the growing and cultivating end of our industry is, in effect, 
how or by what facts or process of reasoning our various 
writers and authorities always lay claim to vanilla as being 
the most popular flavor in the United States? From the 
producers’ standpoint, the official importation figures, now 
standing for more than a year at about what they were in 
1900, are grim Prima Facie evidence that the vast majority of 
United States consumers have no idea of what would consti- 
tute vanilla flavoring in the various foods they buy so 
labeled, nor do they have any ready way of finding out or 
making comparisons. It seems obvious that pure vanilla is 
one of the most restricted and least known flavors in our 
food economy today. 

Another question often asked by these same people, and 
one which is a little more difficult to explain, has always 
been the apparently complete lack of interest on the part of 
our food and drug authorities in affording vanilla and its 
consumers the protection that our food, Drug & Cosmetic 
Act was designed to provide. To those who seek their 
future in vanilla cultivation and growth, it has been dis- 
couraging to realize that in the United States there has been 
nothing to prevent purveyors of foods in interstate com- 
merce, and in most cases in intra-state commerce, from 
labeling, advertising, and otherwise promoting and selling 
as being “‘vanilla” flavored, foods which actually contain 
very substantial amounts of imitations along with some 
vanilla, or even no vanilla at all! 

The realization on the part of this association that the 
only way out of the chaotic conditions that have plagued 
this industry for some time, is through adequate research 
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and the setting up of enforceable standards has been good 
news to producers the world over. 

The fact that this work has actually gotten underway in 
capable hands, I believe, has had much to do with the release 
of about $30,000 from the vanilla growers of Madagascar 
to start what seems to be a well planned vanilla public re- 
lations campaign in the United States. This work should 
soon gain support from other producing countries and 
become an important influence in protecting and reserving 
the word ‘“‘vanilla’”’ to exclusively designate the flavoring 
from vanilla beans or the extractive matter thereof in all the 
various foods that are now being labeled and sold, under 
what we might term “poetic license,’ as being “vanilla” 
flavored. 


Great improvements 


Great improvements in the culture and growth of vanilla 
beans are almost certain of accomplishment as a better 
future for the industry gradually unfolds, engendering more 
confidence and hope among the thousands of people who 
will devote their lives to this work. It goes without saying 
that importers here will soon be working in close collabor- 
ation with authorities on culture and growth from the pro- 
ducing countries, not only on the pressing matter of stand- 
ards, but on the permanent reduction of the cost of growing 
crops and curing methods. Contrary to much opinion, pro- 
ducers hope and wish for stabilized markets at fair prices, 
just as manufacturers do here. Wide fluctuations in prices 
are not healthy and seldom profitable, especially when such 
long periods of time elapse before curers and exporters can 
realize upon their holdings. 

The idiosyncrasies of many buyers should eventually be 
ironed out to a greater extent than is true today. For in- 
stance, from the standpoint of cultivation and growing it is 
difficult to explain to those people the unacceptability of 
“Short Length’ beans, especially when some analytical evi- 
dence tends to show that such beans often give a higher 
percentage of extractive solids and equally good,or greater, 
flavor than that obtained from longer beans of more pleasing 
appearance. Another puzzling thing to the growers is why 
well matured, healthy, fully ripened vanilla is “Taboo” with 
many manufacturers. 

The fast-curing phase of vanilla culture has given rise 
to so much comment and speculation among users here that 
many of their thoughts have already reached the ears of 
farmers and curers in many parts of the world. Most of 


them smile at such news—for what curer is there who does 
not know how to cut corners if the market he sells in offers 
no objection to the product so produced? 

What better example could we have of this than when the 
news went out after our convention in 1947 that dry beans 
were what this market wanted—period! The quality and 
classifications of our importations are still influenced by this 
and the producer’s convictions that in our market prime 
vanillas are generaly not considered as valuable as fourths. 
Haphazard fast curing operations could aggravate this con- 
dition much more. 

Before curers can turn out satisfactory fast curings they 
must be familiarized with what this market considers to be 
satisfactory vanilla flavor so produced. It naturally follows 
that more scientific knowledge on culture, growth and flavor 
development must be given to growers and curers every- 
where. 

The largest producing areas in the world could, without 
making us wait too long, feed us their own versions of fast 
curing with widely differing results to the user, compared to 
the slow, careful conventional methods that have character- 
ized choice vanillas for generations past. 

Before encouraging fast curing programs, which are not 
really such new innovations as many of us think, we should 
endeavor to start on the right footing through research and 
a United Criteria as to what our flavoring industry needs. 

Authorities as far back as the early resurgence of vanilla 
as an article of commerce were mindful of fast-curing prac- 
tices, then usually designed to take care of pods of poor 
keepability that were otherwise hard to control under con- 
ventional methods. 

With the future of vanilla at the crossroads today, it seems 
inconceivable that the flavoring extract industry will take 
any road other than that leading to adequate enforceable 
standards through research. 

I hope the day is not too far off when the name vanilla 
will mean just what it says—affording greater pleasures to 
vast numbers of consumers and greater profits for the flavor- 
ing extract industry. 


Markets pepper in glass cruets 

Large scale advertising was used by McCormick & Co., 
Inc., Baltimore, to back the introduction of a new spice 
package. 

The package is coarse ground pepper in shaker-top glass 
cruets. 
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This comprehensive article reviews the cardamom picture 
in India, the original source of the seed. India, together 
with Guatemala, Ceylon and Italy, has been supplying the 
United States with the bulk of its imports. This article 
is from “World Crops.” Second of two parts. 


As a plantation crop, cardamoms came into some promi- 
nence as a secondary crop in the wetter and more heavily 
shaded parts of coffee estates in Mysore, quite early in the 
history of East Indian coffee, but the major development 
occurred at the end of the 19th century, when the Travan- 
core government gave up its monopoly over the cardamom 
trade and permitted producers to sel! their own produce 
where they pleased. From that time, the industry took on 
its modern aspect. 

The area under cardamoms in South India is now some- 
where in the region of 100,000 acres scattered through the 
hill forest zone of the Western Ghauts. Some 60 per cent 
of the area lies in Travancore, and Mysore follows next in 
importance. There are substantial areas also in Madras 
and Coorg and a smaller area in the extreme south of 
Bomby. Statistics of production are even less reliable than 
those of area and any figure can be little more than an in- 
formed guess, since considerable quantities pass into ifternal 
trade through small local markets. However, a figure of 
some 2,000 tons annually is probably a not unreasonable 
estimate of production, of which perhaps 30 per cent is ex- 
ported. 

It is characteristic of what are commonly called plantation 
crops in Southern India that they have developed in hold- 
ings of a wide variety of size and organization, and carda- 
moms are no exception. There are estates of 200 to 1,000 
acres organized on lines similar to coffee, tea and rubber 
plantations, with resident labor forces and skilled manage- 
ments. At the other end of the scale are small holdings of a 
few acres employing casual labor seasonally for weeding and 
harvesting. 


Secondary crop 


In many coffee estates in Mysore, cardamoms are grown 
as a secondary crop in ravines and other sites too moist for 
the main crop. In North Kanara they form an element in 
garden cultivation under the shade of areca palms, aided 
by irrigation, while in Coorg the “‘malai’”’ system represents 
but one step from primitive jungle collection. 

The system of production in the heavy evergreen forests 
of Coorg takes us back to the very origins of agriculture. 
The cardamom is indigenous to these forests and the “‘malai’’ 
is simply a more or less standardized method of creating 
the most suitable natural environment for the spontaneous 
appearance of the crop, with the additional insurance of the 
provision of plants to supplement the natural seeding. It is, 
of course, a simple step, now the general rule, to plant the 
site prepared at regular spacing. 

It is curious that although there are similar forest areas in 
Mysore to the North and in Malabar, Cochin and Travan- 
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core to the south, this mode of cardamom production is re- 
stricted to Coorg. The actual area under “malai’ culti- 
vation is difficult to estimate, but there are some 40,000 
acres of forest let out for this type of utilization and per- 
haps one-tenth is actually under cardamoms at any given 
time. 

At present, by far the greater acreage of cardamoms con- 
sists of plantations and small holdings employing generally 
similar cultural methods. For the most part they lie in the 
section of the Western Ghauts south of the Niligiris and 
the Palghaut gap, with the main concentration in the Carda- 
mom Hills of Travancore. There is, of course, a good deal 
of variation in the efficiency of management, and while the 
larger units are usually the soundest agriculturally, this is 
not always the case, and many small holdings are well run. 

The fundamental basis of the system is the selection of 
suitable jungle, the removal of the undergrowth, and the 
thinning of the overhead canopy to create an environment 
in which cardamoms can be planted and cropped at an econ- 
omic level of productivity. 


Planting material 


Planting material is obtained either by splitting up es- 
tablished clumps or by growing seedling prepared nurseries. 
The former method has the advantages of simplicity and 
earlier cropping, but is open to objection in that it has 
been shown to facilitate the spread of virus disease and may 
lead to the development of monoclonal patches, which, since 
cardamoms are self-sterile, could interfere with fruit setting. 
The nursery production of seedlings is therefore more satis- 
factory and is now the usual practice on the larger estates, 
bat it demands careful management, since in the early stages 
seedlings are delicate and very liable to ‘damp off.” 

Field planting, whether of seedlings or rhizome cuttings, 
is normally made in shallow pits some six to eight feet apart. 

Obviously, the management of the shade canopy is the 
primary operation and presents a nice problem in applied 
ecology, approached in practice on entirely empirical lines. 
It involves the removal of trees unfavorable to cardamoms, 
the sparing of seedlings of suitable species as future ele- 
ments in the canopy, and in some cases, the planting of 
shade trees where natural regeneration is inadequate. 

The special peculiarity of the cardamom is that it nor- 
mally constitutes a major element in an early stage a com- 
paratively rapid succession back to the forest climax, and 
the efforts of the cardamom planter are directed to stabilize 
this stage for as long as possible. The degree of success 
varies, but it is rare for a planting to remain at an economic 
level of productivity for more than 15 to 20 years. 

In addition to shade management, other cultural treat- 
ments have until recently rarely involved more than weeding, 
and sometimes the removal of older leafy shoots, although 
the necessity for the latter treatment is not universally ac- 
cepted. 

In recent times there have been some developments in 
the direction of disease and pest control, and there is evi- 
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dence that mulching with vegetable debris can be helpful 
in maintaining productivity. 

A virus disease and an insect pest have played a major 
part in the recent history of the industry. Of these two, 
the latter—a species of thrips—has had the most spectacular 
history. 

It appeared first in 1934 in the Anamalai Hills in Madras 
Province and by 1940 had affected all cardamoms except 
for a small area in the extreme south of Madras Province 
and the cardamom gardens of North Kanara. The former 
area was invaded in 1941 but the latter still remains free 
from the pest. 

Its effects were very serious and in many areas reduced 
crops to barely a third of their former level, and the cap- 
sules which were harvested were marred by scab tissue re- 
sulting from feeding injuries on the young developing 
fruitlets. The insect has, however, proved suceptible to 
benzene hexachloride, and use of this insecticide has led to 
quite spectacular crop increases. 


Virus disease 
The virus disease, evident as a mottling of the leaves and 
gradual decline of the plants, is less spectacular, but is 
capable of rapidly wiping out a plantation unless careful 
attention is given to regular roguing. It’s original ap- 
pearance is wrapped in obscurity, but it appears first to 
have attracted attention in North Canara. It is now present 


in nearly all districts, though its importance is very variable. 
There are in addition, a number of minor disease and 
pests which occasionally flare up and cause damage. 
In Mysore, and to a lesser extent in Coorg, cardamoms 
are grown as a secondary crop in coffee estates, normally 
only in the moister ravines. Methods of management are 


broadly similar to those employed on pure cardamom estates. 
The area and the care and attention devoted to them has 
depended very largely on the fortunes of the main crop. 

In the late thirties there was a noticeable tendency to 
extend the cardamoms and to underplant them further up 
the sides of ravines which carried coffee. With the im- 
provement of the coffee position since the war, and with 
seasons unfavorable to cardamoms, this tendency has been 
largely arrested. Nevertheless, coffee estates still produce 
a substantial amount of good quality cardamoms. 

Cardamom crops vary greatly in size, being much affected 
by climate, more particularly by the rains between December 
and March, which are very variable in quantity. Crops of 
100 pounds of dried capsules an acre are considered very 
good, but they are usually lower than this, 40 to 70 pounds 
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an acre would represent the more usual level of good crops 
under the plantation system. 

The capsules are harvested just short of full ripeness, be- 
fore the pericarp turns yellow, and are then dried either in 
the sun or in specially constructed kilns. The dried cap- 
sules lose some 75 per cent of their fresh weight in the 
course of drying. Sorting on a size basis is usually carried 
out at assembling centers by the merchants. Cardamoms 
are sometimes bleached with suphur, but this practice is not 
as widely practised as it once was. 

Apart from the classification by size, cardamoms are also 
classified by shape, long cardamoms usually being derived 
from the more robust Mysore variety and round cardamoms 
from the Malabar variety. It has been a cause of much 
confusion that the latter type is the principal type grown in 
Mysore, whereas the former is characteristic of the Travan- 
core cardamom areas. It is probable that this anomaly arose 
from the fact that the trade of the Malabar coast in carda- 
moms was originally based on the round types grown in 
Mysore, whereas the Travancore cardamoms usually 
moved eastwards to assembly centers in Madras. 

Cardamoms are used as a spice and also to some extent 
in medicine. In India they find their way into curries 
and are handed around at Indian airlines at taking off 
along with cloves and boiled sweets. 

The chief overseas markets are in Scandinavian 
countries, Great Britain and the U.S.A., where, apart from 
their medicinal uses, they find their way into spiced bread 
and cakes, liqueurs and sauces and pickles. 

The oily extracts are not very important medicinally, 
though they are included in the official British and U. S. 
pharmacopoeias for their carminative effects and as a 
flavoring to cover more disagreeable draughts. 

Prices have recently been high as a result of the com- 
bination of an increasing demand and a series of low 
crops. While diseases and pests have played no small 
part in reducing yields, there is no question that the 
series of dry seasons, which have played such a disastrous 
part in the food economy of Southern India, have also 
been of major importance to the fortunes of this small but 
valuable industry of the Western Ghauts. 


Coffee among food items in U. S. 


study of household purchases 


Census enumerators are calling on 25,000 households 
throughout the country in a national survey of household 
purchases of selected food items, reports the Census Bureau. 

Conducted for the Department of Agriculture, the survey 
includes coffee, frozen orange juice, fresh oranges, butter, 
oleomargarine, flour and fresh lamb. 





Established 1885 


B. C. IRELAND, INC. 


AGENTS AND BROKERS IN 


SPICES SEEDS TEAS COFFEES 


225 Front Street San Francisco, Calif. 











Flavor Field 


INDUSTRIES and The 








pure vanilla promotion is underway 









By BERNARD P. CHAMPON 


Bernard Champon, associated ‘with L. A. Champon & Co., 
vanilla ‘bean agents and brokers, is one of two United States 
representatives of the Vanilla Association of Madagascar. 
The other is Pierre L. Massin, representative of French Over- 


seas Territories in New York. 


Recently a daily newspaper in California devoted almost 
an entire page to photographs and kind words on vanilla 
and pure vanilla extract. At about the same time, news- 
papers in St. Louis, Houston, Memphis, Tucson, Dallas, 
Newark, New York and scores of other cities across the 
nation were also carrying large stories and pictures on the 
same subject. Headlines on food pages began reading 
“Make Mine Vanilla,” “Vanilla Recipes Popular During 
Summer,” “Vanilla is Baking Must,’ ‘Orchid Of Flavors 
Is Popular Vanilla,” and so on. 

Television shows for women, like the Josephine McCarthy 
feature over WRCA-TV, in New York, began talking about 
pure vanilla, also. Miss McCarthy devoted an entire pro- 
gram to the making of vanilla ice cream at home and making 
sure the homemaker uses only pure vanilla extract. Radio 
shows, like the McCanns’ program, heard mornings over 
station WOR in New York, started discussing vanilla. 
Shows like this were repeated over other radio and TV 
stations in other places. 


First such campaign 


What was happening? Why all the sudden interest in 
pure vanilla extract all over the country? The answer is 
simple. For the first time in history, the pure vanilla in- 
dustry had begun a program of promotion. The newspaper 
articles, the radio and television shows on vanilla were the 
first results of a new, national public relations campaign on 
pure vanilla, being sponsored by the Vanilla Growers Associ- 
ation of Madagascar. 

Funds for the new campaign arrived in New York from 
Madagascar on May Ist. Within a few days, policy-making 
conferences were begun with the Bernard L. Lewis public 
relations agency, which had been chosen to handle the pro- 
gram. Before the end of the month, our information bureau 
and photo library had been set up and our first news re- 
leases to the press were in the mails. By the beginning 
of June our first stories had begun appearing and the pace 
has been picking up ever since. 

By mid-June we were able to send more than 1,000 food 
editors throughout the country a “‘get-acquainted” package, 
which included a sample of vanilla bean and a custom- 
bottled sample of pure vanilla extract. The extract bottle 
bore a label reading “Pure Vanilla Extract, Compliments of 
the Vanilla Growers Association of Madagascar.” De- 
signed especially for photo reproduction, this bottle has ap- 
peared in the background of many of the first news pictures 
which have appeared on vanilla and has been used on tele- 
vision. The vanilla beans, packaged in plastic tubes, were 
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One of the food publicity photos, released to newspapers in June 
by the new pure vanilla public relations campaign. More than 1,000 
food editors also received sample bottles of pure vanilla extract, like 
the one in the background above, for use in food photos they make 
themselves. Note that the label bears no brand name, but makes 
its point very clearly. 


donated to the cause by members of the Vanilla Bean Asso- 
ciation of America. 

One Midwestern editor wrote a column in her paper in 
which she said, “Had a most interesting story come my way 
this week about vanilla. I’ve used it all my cooking life 
without giving it much thought. I knew it came from a 
vanilla bean; and I’m sure in a dim sort of way I} pictured 
the bean as looking something like a lima bean, only dark! 
But you should see a vanilla bean! She went on to tell 
about our package and to tell her readers why they should 
always insist oa pure vanilla extract in their cooking and 
look for store-bought foods containing pure vanilla. 

A promotional program aimed at food manufacturers is 
also in the formative stages. While such an effort takes 
longer to start, the first results should be seen in the near 
future. This part of the effort will be directed to ice cream 
manufacturers, bakers, confectioners and beverage makers, 
primarily through the trade publications in their fields. 

Pierre L. Massin, representative of French Overseas Ter- 
ritories in New York, and the author, are acting as the U. S. 
representatives of the Madagascar vanilla growers. Aiding 
On a special advisory committee also are: Henry Salomon, 
president of the Vanilla Bean Association of America, 
Eusebio Vina and James Schmidt, both of the Vanilla Bean 
Association’s publicity committee, and Joseph Maxwell. 
Several members of the Flavoring Extract Manufacturers’ 
Association have also been assisting our agency in getting 
the program underway. 

It has been a pleasure to report to the Madagascar growers 
that their program is well started and has prospects of ac- 
complishing much lasting good for the vanilla industry. 
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“You Should Take Vanilla” 
tells Smeltzer story 
in local newspaper 


A feature article in the Bergen, N. J., Evening Record 
earlier this year told readers why they should make their 
flavor choice vanilla, 

The article also told the 
story of Chester A. Smeltzer, 
of Ramsey, N. J. 

It is no accident that an 
article about Mr. Smeltzer is 
also an article about vanilla. 
He has been in the vanilla 
business for 50 years, is in- 
ternationally recognized as an 
authority on the fragrant 
beans, and is now writing a 
book on the subject. 

Mr. Smeltzer is not a one- 
track man. In the article, 
“You Should Take Vanilla’, 
Rossman H. Wynkoop reports: “He is 68 years old .. . 
As hobbies he has politics (which he hates) and philately. 
His stamp collection has just been insured for $75,000. It 
is worth much more.” 

The article describes Mr. Smeltzer’s early life, including 
his start in the vanilla business: 

“I had been accepted for an interview by H. R. Claffin, 
a dry goods expert, but I couldn’t see it at $3 a week. 

“I instead went to the German export firm of H. Mar- 
quardt and Co. It was run by an old Prussian. He 
figured that with the name Smeltzer I was a German. 
He hired me on the spot. I was 16 at the time. 

“I hadn’t been there long when the boss spoke to me 
in German, I had to confess I did not understand a word 
of the language. But he was a good sport. He sent me 
on my way to South America. I stayed with the firm for 
18 years, specializing in vanilla. Then I started my own 
business.” 

Mr. Smeltzer explained the background of vanilla. 

“Use of the vanilla bean,” he said, “is almost a lost 
culinary art. In Europe in the old days they were used 
exclusively. Their fragrance is incomparable.” 

He showed the newspaper people how rolling a bean in 
the hands gives them a fragrance that will last for hours, 
and cannot be washed cr rubbed off. 

Now on his second term as a Freeholder, Mr. Smeltzer 
got into politics by accident. It began with a request 
to serve as president of the Library Board, and then ran 
over into two terms on the town council, two terms as 
mayor of Ramsey, and terms on the Bergen County Park 
Commission. 

The article also included sections on the history of 
vanilla beans from the book he is now writing. The book 
will be primarily for the trade and for reference, rather 
than the general public. 


Chester A. Smeltzer 


Named Duncan Coffee district sales head 


Ray V. Pierce is new district sales manager for Duncan 
Coffee Co.’s north-central Texas sales office, with head- 
quarters in Dallas. 
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General Foods forms new division 


to handle institutional sales 


Establishment by the General Foods Corp. of a new 
institutional products division was announced by Russel 
Kramer, general manager of the new unit. 

The division is responsible for sales of products for- 
merly handled by the institution department of the GF 
sales division and will also sell institutional products of 
GF’s Maxwell House division, as well as Good Seasons 
Salad Dressings. 

Linwood F. Brown, who had been sales manager for 
hotel and restaurant coffees and tea in GF’s Maxwell 
House unit, has been named national sales manager of the 
new section. 

Mr. Brown has been associated with GF since 1936, 
and has been institution sales manager for Maxwell House 
since 1953. 

Walter F. Volckmann, formerly manager of the in- 
stitution department of the GF sales division, has been 
appointed sales planning manager. 

He has been associated with GF for 25 years. 

Norman B. Grant has been named manager of govern- 
ment sales. 

He had held a similar post in the GF sales division, and 
is a 32-year veteran with the company. 

Mr. Kramer also announced the formation of a market- 
ing staff of four product group managers. They include 
Charles R. Duke for Maxwell House products. 


Loughin named director of Bowen Engineering 


Announcement has been made by Ralph T. Reeve, presi- 
dent of Bowen Engineering, Inc., North Branch, N. J., that 
Paul R. Loughin was elected director of the company at its 
annual stockholders meeting. 

Mr. Loughin joined Babcock and Wilcox in 1926. He 
served in various positions in service, sales and engineering 
departments until his appointment as chief of staff en- 
gineering in 1947. In 1953 he was promoted to executive 
assistant in the boiler division. 

Mr. Loughin is a graduate of the University of North 
Dakota, class of 1926, with a BSME degree. He was a 
member of the Phi Delta Theta social fraternity in college 
and Sigma Tau engineering scholastic fraternity. 

He is a member of the American Society of Mechanical 
Engineers, and has been active on the corrosion committee 
for that organization. He is a licensed Professional En- 
gineer of the State of New York and a member of the 
Cornell Club. 


Ups price of coffee to $1.25 


Charles Schwartz of Mineola, L. I., raised the price of 
a cup of coffee in his Island Queen Diner to $1.25 recently. 
The price was 10 cents the day before. 

The AFL Bartenders, Hotel and Restaurant Employes 
Union was annoyed with Schwarz because he refused to 
sign a union contract. 

During the height of the usual lunch rush period, 80 
union members filled Schrawtz’ diner. Each drank one 
cup of coffee. 

The next day Schwartz upped the price of a cup of coffee 
to $1.25. 
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By MARK M. HALL 


@ @ In San Francisco, as of the time 
of this writing, green men report that 
business has been active. Spots and 
near-bys have been strong, but there is 
no confidence in the future for prices. 
The universal belief is that prices will 
go lower. July has shown some of the 
heaviest shipments coming into the port, 
and it may be indicative of heavier buy- 
ing from now on. Besides general con- 
sumption, which is improving, roasters 
have had to do some heavy buying on 
account of government contracts, 

With July Brazils being quoted above 
55 cents and July, 1956, at 35.40 cents, 
lack of confidence in the future would 
seem to be clear. Local men were waiting 
to see what would happen August 20th, 
Friday as usual, when the 45-day guaran- 
tee expires, on any change in the ex- 
change rates. The above differential in 
spots and futures is the largest ever 
noted. As the closing date for July 
coffee on the futures exchange approach- 
ed, prices took a spurt, but it was attri- 
buted to short covering. 

From now on to October and Novem- 
ber, the main sources of coffee will be 
from Brazil and Colombia. When the 
Centrals come in, what effect the added 
supplies will have on the market is a 
question some are asking. Buying is 
difficult. This is the time for rumors and 
bad news on production. 

Joe Hooper received the following from 
Santos: “During the second half of June, 
news about cold weather in the interior 
was spread over coffee markets of the 
world. We could get no reliable con- 
firmation. The harvest work of the 
present crop has been postponed in con- 
sequence of bad weather and continuous 
rains. There will be some loss in 
quality.” 

s @ Ellwood Wright and Mrs. Wright 











W. B. (Bill) Rowe and his 9'4" sailfish. 
Bill had flown to Acapulco, to meet his 
daughter, Alberta Lopez, who was sailing 
up the coast with her husband in their 
sloop. Bill put out his line—and look! 


returned last month from a trip through 
Europe, and while strictly for pleasure, 
he had an opportunity to make some ob- 
servations on coffee. Of.-all the countries 
they visited, Ellwood said he liked the 
way the Italians brewed their coffee. He 
did not know whether it was universal 
for the country or just the method used 
in the hotels he visited. As a precaution, 
when he went over he took a can of Max- 
well House Instant Coffee, just in case 
he could not stand the European method 
of roasting, which is like the New Or- 
leans style of over-roasting. He only 
used his instant twice, as he found he 
could mix hot water with the European 
brew and obtain a palatable drink. When 
a waiter asked about one’s coffee desires, 
he referred to white or black. The white 
means adding milk. In England he found 
a great deal of coffee drinking, which 
would seem to indicate a trend toward it 
and away from tea. 


# @ To combat the “loose talk” about 
America’s favorite beverage, Otis Mc- 
Allister issued a four-page letter showing 
that coffee growing for the most part is 
a family affair in these countries, and 
that thousands of small growers were 
the beneficiaries of high prices of coffee. 
With high prices, more dollars were spent 
on American service industries and 
American products. The letter was a 
defense of the industry and well worth 
reading. 

= 8 Jimmy Montgomery, Jr., is doing 
some extra-curricular work during his 
Stanford summer vacation at the local 
office of Leon Israel & Bros. The course 
is, no doubt, the coffee business. Jimmy 
comes by it naturally, as his father is 
the president of Leon Israel & Bros. of 
Brazil. 

@ ® Gene Hood's daughter, Roberta, was 
married July 16th to Fred Hartwick. 


@ @ Irving H. Granicher has been named 
vicepresident of the California Packing 
Corp. in charge of marketing. He is the 
brother of Walter Granicher and Oswald 
Granicher, of coffee fame, and Burton T. 
Granicher, an advertising agency execu- 
tive who handles the Lucky Lager ac- 
count. The brothers are all doing well. 


= & The boys are feeling better over at 
Moore-McCormack Lines, Inc. A. C. 
Fender, the Pacific Coast manager, said 
that July was the largest month so far 
this year, and that the upward trend was 
very satisfactory to them. The total was 
86,041 bags for the Pacific Coast. The 
Mormacrey, out of Santos, brought in 
53,816 bags, the record for the year, and 
the Mormackgulf 32,225 bags, all in July. 
To show the upward trend, the P. & T. 
Forester brought in 38,300 bags in May. 
In June the total was 18,350, and in 
May, 31,905. 
= @ Harry Maxwell always spends part 
of July at the famous Bohemian Grove 
meeting, where prominent members come 
to attend from all parts of the country. 


® & Coffce is news, and has even been 
the subject of diatribes by some of the 
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@ @ Anderson, Clayton & Co., cotton, 
cottonseed and coffee merchants, have ac- 
quired the J. A. Medina Co., volume im- 
porters of Central American and Mexi- 
can coffees. 

The Medina firm, in its 75th year, will 
be operated as a division of Anderson, 
Clayton. 

No changes are contemplated in per- 
sonnel, it was reported. R. A. (Duke) 
Medina, will be designated president of 
the division, it was reported, and W. X. 
Leon will continue as vice president. 

Anderson, Clayton, through its Brazil- 
ian subsidiary, Anderson, Clayton & Cia., 
has been a big factor in shipments of 
Brazil coffees to the United States. 

It did not, however, deal in Centrals 

and Mexicans prior to the purchase of the 
Medina firm, 
@ @ Their many friends in the trade are 
wishing the best of luck to two well 
known Front Streeters, Jerome B. Gum- 
perz and George Kammer. 

The two formed a partnership, as of 
August Ist, to operate in green coffee 
under the name of Jerome Gumperz & 
Co. Headquarters are at 100 Front St. 

Mr. Kammer had been in partnership 
with Nelson B. Hendrickson, in the firm 
of Hendrickson & Kammer, for about 
three and a half years. 

Before that Mr. Kammer was with the 
Eppens, Smith Co., Inc., for 35 years. 
When he resigned he was vice president 
in charge of coffee. 

Widely known throughout the industry, 
Mr. Gumperz operated his own company 
for many years, in importing and jobbing. 

Recently he swung to brokerage, but 

with the new partnership, he is returning 
to importing and jobbing. 
@ @ At an informal meeting at the offices 
of the National Coffee Association, the 
Tanganyika good will coffee mission said 
a good crop is expected in both Tanganyi- 
ka and Kenya this season. 

Tanganyika’s output should reach a 
new high of 348,000 bags, of which 195,- 


000 will be Arabicas and 153,000 Robustas. 

They said that in a few years the crop 
would top 1,000,000 bags. 

Kenya’s 1955-56 output will rise to 340,- 
000 bags, it was indicated, 

Comprising the mission are Andrea 
Shangarai, Sospater Kweyamba, A. L. B. 
Bennett and B. J. J. Stubbings. 

The group is visiting other cities in 

the United States, and will also go to 
Canada. 
@ @ The Street was saddened by the 
death of one of its oldtimers, James A. 
Sutherland, who passed away at the age of 
78 after a short illness. 

Before he retired, Mr. Sutherland had 
operated the Sutherland Trading Co., cof- 
fee importers, for many years. 

He was also associated with the New 

York Coffee & Sugar Exchange. 
@ ® George T. Harada, manager of the 
Kona Cooperative Association, Holualoa, 
Hawaii, stopped off in New York on a 
trip to United States coffee markets. 

Mr. Harada is studying coffee here 
primarily from the viewpoint of quality. 

His itinerary includes New Orleans, 

Washington, D, C., Boston, Chicago, San 
Francisco and Los Angeles. 
@ @ John H. Banzhaf, a partner in the 
coffee brokerage firm of T. Barbour 
Brown & Co., was honored by members 
of the trade at a big farewell dinner at 
the Antlers Restaurant. The dinner mark- 
ed his retirement after 50 years in the 
trade. 

Mr. Banzhaf started in coffee with 
Arnold Dorr & Co. in 1995. He joined 
T. Barbour Brown & Co. in 1909, be- 
coming a partner in 1937. 

He was a coffee grader and classifier 

for the New York Coffee & Sugar Ex- 
change since 1930. 
@ @ Wires and calls wishing him the 
best of luck greeted William A. (Bill) 
Klosterman, of Hard & Rand, Inc., on 
his retirement July 15th. 

A salesman for the firm, Mr. Kloster- 
man had been with Hard & Rand for 44 


years. 

He is planning to “just take it easy.” 
= 8 A new standing committee has been 
set up by the New York City Green Cof- 
fee Association—the Committee on Ac- 
tivities. That includes such things as the 
bowling league and the golf tournament. 

Chairman is John G. Cargill. Work- 

ing with him will be Durand Fletcher, 
Richard Kolm, John J. Malone and J. 
Jay Schwartz. 
@ @ George E. Kimpel has been named 
to fill the vacancy on the trade and sta- 
tistics committee of the New York City 
Green Coffee Association. The hole was 
left by the resignation of Harry R. Mc- 
Comb. 

With Mr. Kimpel, the committee now 
comprises F. E. Hodson, as chairman, 
R. F. Balzac, John Heuman and E, A. 
Karl, Jr. 

@ @ Elected to membership in the New 
York City Green Coffee Association is 
Michael Hassel & Co., 75 West Street. 

Principals in the firm, as partners, are 
Mr. Hassel and Edward J. Ryan. 

In coffee for several years, the com- 
pany acts as agents for three Rio ship- 
pers, mainly of Minas coffees. 

The firm has been active in the Bra- 
zilian trade, in other commodities, since 
1949. 

@ ® Also voted membership in the New 
York City Green Coffee Association was 
M. Schmidt, Inc., 25 Broad Street. 

Coffee operations here are headed up 
by Miss Marie Schmidt. 

A new firm, incorporated the first of 
the year, M. Schmidt, Inc., serves as 
agents for Brazilian shippers of coffee. 

The company also handles other raw 
commodity exports from Brazil. 

#e 0. H. Clapp & Co. Inc., tea im- 
porters, are moving to new quarters at 
145 East 49th Street. 

@ ® Walter B. Carswell, widely known 
green coffee operator, has moved from 
135 Front Street to mew quarters at 
104 Front. 

# @ Sailing to Brazil recently, on the 
Moore-McCormack Good Neighbor liner 
Brazil, was Herman F. Baerwald, presi- 
dent of H. C. Baerwald & Co., Inc. 

He was accompanied by his family. 
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By W. McKENNON 


@ @ David A. Kattan has moved his 
offices from 507 Natchez Street to 607 
Tchoupitoulas Street. This is also the 
location of his Lake Breeze Coffee Co., 
Inc. The building was recently remodel- 
ed, with the six-desk offices decorated in 
blue and white, air-conditioned, and 
equipped with modern lighting. A large 
display case hangs in the entrance foyer 
and will soon contain a display depicting 
the entire process of coffee production. 
The testing tabie is located at the front 
of the offices. The rear of the building 
houses the modern roasting plant equip- 
ment. 

@ ® Robert Garsaud, until recently as- 
sociated with David A. Kattan, has joined 
the Texas Transport Co. 

= # K. W. Knudson, managing director 
of the Old East Africa Trading Com- 
pany, Mombasa, on a recent visit here 
made his headquarters at the offices of 
Hanemann and Cummings, agents for the 
company in this territory. Mr. Knudson 
left New Orleans for San Francisco to 
fly to Copenhagen via the new air route 
over the North Pole. 

® @ Carlos Bernhart of Casa Goldtree- 
Liebes & Co. visited New Orleans re- 
cently, where he made his headquarters at 
the offices of Hanemann and Cummings, 
the company’s agents here. 

@ @ Albert Schaaf of Stewart Carnal 
and Co., Ltd. has returned with his 
family from a trip to Yellowstone Na- 
tional Park. 

@ @ Rubens Nunes,of Nunes Medina & 
Co., Santos, has returned to Brazil after 
a year at Tulane University. He will 
complete his studies in law at the Uni- 
versity of Rio. Jefferson Schneider, a 
student in the Tulane School of Archi- 
tecture, made the trip to Brazil with 
Mr. Nunes. 

@ @ Herman McCoy, formerly in the 
offices of Zander & Co., is now in the 
contracting and building business. 

# @ Ralph Schwartz, formerly with the 
Schaefer, Klaussmann Co., Inc., here, 
now retired and living in Natchitoches, 
La., was a recent New Orleans visitor. 
@ ® Charles Nehlig, of Blue Plate Cof- 
fee, has returned from a business meeting 


# @ A testimonial dinner was. given in 
honor of William L. Carter, executive 
vice president of the New Orleans Board 
ef trade for the past seven years, at the 
New Orleans Athletic Club. Mr. Carter 
has accepted the position of manager of 
the Tire Retreading Institute and As- 
sistant general manager of the National 
Association of Independent Tire Dealers, 
in Washington, D. C. He will be suc- 
ceeded here by R. H. McCrocklin, Mr. 
Carter’s assistant the past few years, who 
was appointed secretary-treasurer. 

ws @ W. B. Burkenroad, Jr., is presently 
on vacation at his summer home in Pass 
Christian, and expects to be away from 
the office about three weeks. 

Mr. and Mrs. J. P. Marks have re- 
turned from a vacation on the Gulf Coast. 
@ @ Larry Guerin, manager of public 
relations and advertising, Lykes Brothers 
Steamship Co., has been named editor-of- 
the-year by members of the Delta chapter, 
Society of Associated Industrial Editors. 
James Fort, president of the organization, 
said the selection was based on the quality 
of “Lykes Fleet Flashes,” and on Mr. 
Guerin’s participation in industrial edfting 
and community activities. 
= @ Plans are in the making for the 
celebration of the 75th anniversary of 
the New Orleans Board of Trade, ac- 
cording to a recent announcement from 
James J. Meyers, general chairman. The 
celebration will be observed November 
9th-12th. 


San Francisco 
(Continued from page 63) 


country’s noted commentators. One of 
them, with a colorful imagination, said 
that there was a conspiracy on the part 
of American roasters to beat down the 
price of Brazilian coffee. He could shed 
a rhetorical tear for the Brazilian coffee 
grower, but it would be beyond him to 
believe that coffee roasters were the real 
losers. 

The following is from the San Fran- 
cisco Chronicle of July 2ist. S. & W. 
Fine Foods in its annual report for the 


Bob Manning, of Mannings, Inc., and his 
bride, the former Alva Jean Taylor, sailing 
on the American President Lines "President 
Wilson" for their honeymoon. 


profits were down from a net profit of 
$515,398 or $1.45 per share in year 1953- 
54, to $265,848.00 or 62 cents per share in 
the year 1954-55. Adrian Falk president 
of the company said that the substantial 
drop in coffee sales and the instability 
of the coffee market accounted for the 
losses. Coffee inventories were kept at a 
minimum, but there was no escaping the 
losses. 


eeD. N. Lillevand, West Coast man- 
ager for Grace Lines, and George Leovy, 
vice president of the Grace Lines in New 
York, recently made a trip of inspection 
to the coffee loading ports of Central 
America. They were interested in seeing 
what could be done to improve the facili- 
ties of the ports, which through recent 
congestion have not been able to serve the 
coffee carriers properly. 


There has been an improvement in the 
economy of these countries shipping 
coffee, but the facilities of the ports have 
not improved at an equal pace. Land used 
for the growing of food has been diverted 
to the growing of cotton, and in turn 
large quantities of corn and_ other 
products had to be imported. This has 
led to congestion, which has delayed 
coffee ships from sailing and prevented 
others from calling at the ports. 

@ @ Robert C. Crampton, vice president 
of the Schilling division of McCormick 
& Co., Inc., San Francisco, has been 


at White Sulphur Springs, W. Va. year ending April 30th showed that named vice president of the parent organi- 
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Edward T. Ellis 


zation. Edward T. Ellis, assistant to 
the president of Schilling, has been made 
vice president of the division, in charge 
of sales promotion. The announcements 
were made by Charles P. McCormick, 
president of the company. 

Mr. Crampton was educated at Ore- 
gon State College. In 1934 he joined the 
Schilling organization as territory sales- 
man, was made sales manager in San 
Francisco, later became divisional man- 
ager in Portland and then occupied the 
same position in the San Francisco area. 


ling’s board of directors. He became a 
member of the McCormick board: in 1953. 

Mr. Ellis, a native of Baltimore, join- 
ed McCormick in 1931. After two years 
in the office and production department, 
he was transferred to sales. He became 
regional director for Virginia, North and 
South Carolina and part of Georgia. 
Later he was named sales manager, per- 
sonnel director and director of human re- 
lations, the position he held until trans- 
ferred to Schilling’s in 1954. 

Mr. Ellis attended the Friends’ School, 
in Baltimore, and Lafayctte College and 
was president of the Charlotte Junior 
Chamber of Commerce and North Caro- 
lina Junior Chamber of Commerce. 


Chicago 


By JOE ESLER 


@ @ The annual Chicago Coffee Club 
golf tournament will be held again at the 
Rolling Green Country Club on August 
25th. Last year’s party was one of the 
nicest and they hope to make this year’s 
even better. 


in Arlington, Texas is getting a ten 
thousand square foot addition. 


@ @ The Central Grocers Co-Operatives 
Inc. held a two day meeting at the LaSalle 
hotel. President H. Cassin arf Leon- 
ard Olson, manager of the coffee depart- 
ment, report business outlook as the best 
in years. Many important trade problems 
were discussed at the meeting. 


= = George Kasper, coffee buyer for 
National Tea Co., has returned from 
New Orleans where he inspected the 
new roasting plant which will supply 
the stores in the southern territory. 


= @ The Superior Coffee Co. of Osh- 
kosh, Wis., is celebrating its 50th year 
in business. John C. Pierce, charter 
member of the National Tea and Coffee 
Merchants Association, founded the 
business and operated it until his death. 
His son, Charles, succeeded to the man- 
agement and the business has been under 
Pierce management to the present day. 
A special anniversary sale was staged 
during July which broke all records in 
the long history of the company. 


@ @ Jack Menary with offices at 408 
West Grand Ave., is now representing 


When McCormick took over, he was 
named vice president and elected to Schil- 


ee R. C. Can Co. is planning to add 
two new branches this fall. 


Leon Israel & Bros. in the Chicago ter- 


The plant ritory. 





Put brewing directions on coffee 
containers, CBI head pleads 


Eugene G. Laughery, general manager of the Coffee 
Brewing Institute, decried the lack of brewing direction 
information on coffee package labels at a recent meeting 
of the New York Coffee 
Roasters’ Association. 

Dramatizing his point, the 
CBI head picked up samples 
of packages of various 
brands in a display before 
him. Many lacked direc- 
tions, others had vague in- 
structions. Only one blend 
package carried brewing in- 
formation the Institute head 
deemed adequate. 

He underscored the im- 
portance of this type of in- 
formation by citing the 
experience of the Coffee Brewing Institute at the National 
Federation of Women’s Clubs Convention in Philadelphia. 
CBI shared a booth with the National Coffee Association 
at this event. The coffee served was prepared by repre- 
sentatives of the Institute. During the five day meeting 
over 2,000 cups were served. 

“Without exception,” Mr. Laughery said, “the first 
question every woman asked after sampling the brew 
was ‘What brand of coffee is this?” That, obviously, was 
a question we couldn’t answer directly. We had to tell 
them that it was a brand similar to those found on grocery 
shelves; that while the coffee was important the way it was 
made was equally important.” 

The NCA lounge, the speaker continued, was the 
most popular exhibition area of the entire convention. 


Eugene G. Laughery 


AUGUST, 1955 


Hundreds of visitors signed guest books and registered 
their remarks which were overwhelmingly complimentary. 

To the speaker this experience was a vivid and con- 
clusive demonstration of what good brewing technique 
can do to bring out the best in fine blends and what 
bringing out the best can mean to the housewife in 
terms of satisfaction and enjoyment. 

“Here were women,” Mr. Laughery said, “from all 
parts of the country. Most of them were 30 years old, 
or older. They had brewed coffee for years, but still they 
couldn’t make a brew like the one they had just tasted. 
In trying to get a good cup they used numerous brands of 
coffee and various types of coffee makers, but they still 
were looking for adequate directions. 

Here was a situation where the roaster could do him- 
self and his customer a great service, Mr. Laughery said. 
He pointed out that the Institute has done considerable 
work in the consumer field and intends to continue. He 
characterized the effort as a whale of a job and said the 
only way maximum results could be achieved was by 
having brewing directions go into every home in the 
country. 

The simplest and most obvious way of accomplishing 
this objective was by having the roasters print directions 
on their packages, Mr. Laughery concluded. 


Celebrates 100th birthday 


with coffee as toast 


Mrs. Lottie L. Hughes ,of Los Angeles, celebrated her 
100th birthday recently. She did it with a special toast— 
a cup of coffee. 

“I started drinking coffee when I was ten years old,” 
said Mrs. Hughes. “I drink three cups a day, so I guess I've 
had almost 100,000 cups so far.” 

Mrs. Hughes says she eats anything she desires and gets 
to bed by 9 p.m. 
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is a monthly “Reader Service” 
of Coffee & Tea Industries. The 
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information on various subjects. 
This literature is yours for the 
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coupon and mail. 
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the hungry gaucho 
and the brew that grew 
to a billion dollar industry 


The hungry gaucho had picked a few hard little 
beans and set them in hot water to soften. But 
his attention strayed, and when he came to eat 
he found the beans had burned. So he added 
water and the result was a dark brown liquid. 
He drank it—liked it—and told his friends. 


Thus—one legend tells us—began the enjoy- 
ment of coffee in the Western Hemisphere. 


Otis McAllister takes great pride in the part it 
has played in the growth of the great coffee 
industry. Established in 1892, the company 
today has 18 affiliated offices in the important 
coffee-producing countries of Central and South 
America, each staffed with experts thoroughly 
versed in coffee and all its ramifications. The 


services of these men—and the facilities of the 
entire Otis organization—combine to bring over 
100 types of coffee into this country. To the 
coffee roaster it means a guaranteed supply of 
coffee—coffee in quantity and quality to meet 
his specific and individual requirements. 
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321 International Trade Mart 


CHICAGO 10 
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HOUSTON 

1 Main St. 

LOS ANGELES 13 
837 Traction Ave. 
ST. LOUIS 2 

216 S. 7th St. 
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